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sp SEASON 
Ochs 


Jhe NEW 
STYLE SHOE 


that 


Fits the Foot in Action 


Note natural hee! 
cup and sponge 
compound pad 


“Lady Fashion” introduces an entirely new and different development in shoe- 
making: Lock-Step — the amazing feature that makes the shoe Fit the Foot in 
Action, holds the arches up and the heels back. 

A soft but firm sponge compound pad cushions the instep and holds the arches 
up. The heel seat is cupped to follow the natural contour of the heel, thus hold- 
ing the heel gently in position. 

Send for illustrated circular containing detailed information about this new feo- 
ture line that will attract new patrons to your store — patrons who will become 
permanent “repeats”. 

Made to retail profitably at $4.00. Available for immediate delivery in a com- 
plete range of sizes and combination widths. 
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VOICE of the TRADE 


KK IRTLEY F. MATHER, Direc- 
tor of the Harvard Summer School, 
says: 

“It is highly probable that the 
historians of the distant future will 
rate this fourth decade of the 
Twentieth Century as equal in im- 
portance, so far as the history of 
civilization is concerned, to the 
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closing decade of the fifteenth cen- 
tury. Today, as then, mankind 
enters a new epoch. We face the 
unpredictable future with consid- 
erable apprehension and many 
fears, but with a new sense of per- 
sonal responsibility and a fine 
courage based upon the record of 
past accomplishments. Times like 
these call for intellectual flexibil- 
ity, scientific habits of mind, and 
a willingness to accept the chal- 
lenge of the new conditions in 
which we find ourselves involved.” 
* * * 


WILL KNIGHT, restored to 
good health, gives thanks in 
verse. Will has been established 
in the retail shoe business in Port- 
land, Oregon, for the past thirty- 
eight and a half years. If all the 
shoes sold by Will had been worn 


completely out by one man, he 
would have walked 778,772,774 
miles, or to New York and back 
105,410%4 times. Now you figure 
it out. 

He reprints a “poem” about 
every month or so and sends it to 
friends everywhere. What a neigh- 
bor! 

* * * 
A. J. RAUSCH, manager of the 
men’s shoe department at Ben 
Simon & Sons, Lincoln, Nebraska, 
says: 

“I believe the manufacturer could 
give men’s shoes and oxfords a lit- 
tle wider tongue. The way the 
tongues are now made, they slip 
down toward one side after the shoe 
has been worn a little while. This 
not only looks bad but it is uncom- 
fortable and causes dissatisfaction. 





Of course, the tongue can be stitched 
to the side of the shoe and thus held 
in place. But there are many men 
who dislike having their shoes al- 
tered and so they wear them with 
the tongue slipping down in an un- 
comfortable position. This could be 
eliminated by making the tongues 
a little wider at the start. It would 


Page 15 


give us retailers a selling point 
which I am sure would make sales 
right from the start, and most im- 
portant of all, it would create re- 
peat sales.” 
* * * 

@NE of the shoe trade’s finest 
father -and-son combinations is 
about to take on another generation 
as Harry Foniius, Jr., prepares to 





make the Fontius Company, Den- 
ver, a father-and-son-and-grandson 
organization. 

Harry, Jr., is the son of Harry E. 
Fontius, vice-president of the Na- 
tional Shoe Retailers Association, 
and the grandson of John J. Fontius, 
who in 1893 left his place as man- 
aging partner in the Stone Shoe 
Company of Cleveland to establish 
the Fontius Shoe Company in 
Denver. 

Harry, Jr., just graduated from 
Colorado College, was born into the 
shoe business. Before coming into 
the store he will spend several 
months in the I. Miller factory in 
order to absorb a broader viewpoint 
of the industry as a whole. At the 
same time he will polish off his 
































































accounting studies with some addi- 
tional work at New York Uni- 


versity. 
e * a 


IR UTH TOMLINSON, M.B.E.— 
executive head of the Incorporated 
Federated Association of Boot and 
Shoe Manufacturers of England, 
was reelected Master of the Cord- 
wainers Guild in a_ picturesque 
ceremony recently, as described by 
the Shoe and Leather News of 
London, as follows: 


“The large and influential company 
that assembled in the Shire Hall in 
the morning for the ancient ceremony of 
the election and investiture of the Master 
Cordwainer for the ensuing year demon- 
strated that this first public function of 
the reconstituted guild, placing it upon 
a national basis had created an interest 
and desire to participate by those en- 
gaged in the industry, beyond the ex- 
pectations of the officers of the Guild. 
The Shire Hall was not large enough to 
hold all who had come to take part. The 
setting was most picturesque when the 
Master Cordwainer (Ruth Tomlinson, 
M.B.E.) escorted by the Past Masters, 
Wardens and members of the Guild of 
Cordwainers, wearing their new cere- 
monial caps and gowns, with His Wor- 
ship the Mayor of Brecon, aldermen and 
councillors of the Borough in their robes, 








and other civic representatives entered in 

rocession and took their seats. Placed 
efore the Master Cordwainer was a 
large vase of flowers. The Master Cord- 
wainer having declared the Guild opened 
the candles were lighted and the pro- 
ceedings began with greetings to mem- 
bers of the Guild and trade friends by 
the Master Cordwainer.” 

So you see, women play a part 
in the scheme of industry in Eng- 
land. Industry also is appreciative 
of the glorious tradition of its his- 
toric past for the ideals of the 
Guild system that prevailed in the 
Fourteenth, Fifteenth, Sixteenth and 
Seventeenth centuries are perpetu- 
ated in part even today. 

The craft Guilds didn’t spring 
from subjection and dependence. 
They originated in the freedom of 
the handicraft class. The master 
craftsman combined in many trades 
the functions of the manufacturer 
and those of the dealer or shop- 
keeper. He bought his own mate- 
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—"Lord" Timothy Dexter, that eccentric 
merchant of old Newburyport, might well 
have been the prototype of our more 
modern P. T. Barnum. 

—Correspondent Fred Gannon of Salem 
te'ls some interesting things about this 
old pioneer who sent a cargo of bed- 
warming pans to the West Indies and 
made a profit on this strange venture. 

—Dexter, who made himself a "Lord," was 
also a pioneer advertiser, believed in 
printer's ink, and knew how to get the 
public ear and attention. 

—As early as 1775 Dexter was advertising 
his leather goods at "The Sign of the 
Glove" in Newburyport. He used news- 
paper space, as there were no trade 
papers at that time. 

—One advertisement read: "For Sale—a 
large assortment of moose leather, and 
wash leather breeches, made after the 
best manner." 

—Other publicity stunts of "Lord" Dexter 
are more or less familiar; he built himself 
a castle, wrote a book and put the punc- 
tuation marks all at the end, so that read- 
ers could “salt and pepper" their read- 
ing to their taste, and preached his own 
funeral oration. 
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rials, and his goods which were 
made inside the shop, were offered 
for sale to the public as they passed 
by in the street. He also usually 
combined the functions of the em- 
ployer and the skilled workman, 
for when he employed apprentices 
or journeymen, he worked side by 


‘side with them on the finer parts 


of the job so that the relations be- 
tween the employer and his work- 
ers were of a family or patriarchal 
character. There were so social 
barriers: the hardworking appren- 
tice could always hope to marry 
the master’s daughter. They read 
that what the public desired, above 
everything else, was that the wares 
should be of good standard or 
quality, and that was the main pur- 
pose of the whole system of regu- 
lation by guild wardens and town 
authorities. The principle of just 
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wages was held as universally as 
that of just prices, and if the craft 
was slow to act there were scores 
of instances on record where the 
municipality intervened and regu- 
lated wages. 
x * % 

KK ENNETH GOODE in his helpful 
book: “Move Your Merchandise” 
(Published by Greenberg, 449 
Fourth Avenue, N. Y. C.—price, 
$2.00) says: 

“In average conditions— inside 
and out—every business must try 
to sell each year its own weight in 
new customers. 

“A store with one thousand cus- 
tomers, for example, to maintain its 
volume, must vigorously solicit 
each year at least one thousand 
new prospects! With only twenty 
customers, it needs to try to sell 
only twenty additional. And so 
on. Unless exceptionally favored, 
however, each business must con- 
tinually be working at its own 
weight in definitely known new 
prospects. 

“Theoretically, an average busi- 
ness should, to be merely keeping 
pace with the growth in the nation’s 
wealth and population, double it- 
self, say, each twenty-five years. 
On the other hand, the normal 
30 per cent a year loss of cus- 
tomers will shut down an average 
business in about seven years.” 


* * * 








FRED L. DAVIS, Supervisor of 
Media for General Electric Com- 
pany, says: 

“The backbone of our sales de- 
velopment program has been our 
advertising in business papers. 
When the mental resources of an 
entire profession, industry or trade 
are brought to a focus in the pages 
of a business paper and offered 
to its subscribers for a nominal 
price annually, what greater au- 
thority could an advertiser expect 
as a supporting background for 
his own selfish advertising pur- 
poses?” 
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*SOOTSTEPS IN HISTORY” 
have been chronicled by the shoe 
manufacturers of Northampton, 
England— indicating that it is the 
oldest, continuous shoemaking cen- 
ter of the world. Here’s the legend: 

890—KING ALFRED — Settled 
the Danes in Northampton and com- 
manded them to make shoes for 
his army. 


18¢ wt” deme os 


1213—KING JOHN—Purchased 
a pair of Northampton-made riding 
boots for the sum of 9d. 

1272—KING EDWARD I.—Paid 
7/- for a pair of Winter shoes made 
in Northampton Town. 

1642—KING CHARLES I.—The 
first wholesale order was placed in 
Northampton when 14 manufactur- 
ers contracted for 4000 pairs of 
shoes. 

1689—KING WILLIAM III.— 
An army contract for 400 pairs of 
Northampton shoes was placed in 
the town. 

1801—KING GEORGE III.— 
Home and export trade developed 
in Northampton footwear by Wil- 
liam Hickson, who organized first 
footwear exhibition. 

1879 — QUEEN’ VICTORIA — 
Northampton manufacturers formed 
their own Association. 

1910—KING GEORGE V.—Dur- 
ing this illustrious reign Northamp- 
ton made shoes for members of the 
Royal Family, many of whom visited 
the town and saw Northampton 
shoes in the making. 


1936—KING EDWARD VIII. 
* * * 





FFRANK MORE, retailer of wo- 
men’s de-luxe shoes in San Fran- 
cisco, said: 

“With such a wonderful array 
of colors to work with this Fall, 
such as the Clarets, Eggplants and 
Greens, we have not only bought 
them in gorgeous suedes but in 
high-priced and high-styled all- 
over lizard and alligators. If any- 
thing will make more pairage, it 
will be these high fashion colors 
in reptiles. Real high heels in 
oxfords in all colors for Fall seem 


to be the extra pair story. We 
have already started to sell our 
early Fall shoes, as fully 60 per 
cent of our first orders were in 
the store by July first. The fore- 
going must be taken with a word 
of warning, as many buyers have 
bought a few hot numbers, think- 
ing they will double their busi- 
ness. Too often the result is that 
their stock is too thin as their 
trade cannot absorb the high style 
shoes bought. As a result, the 
store experiences entirely too many 
mark-downs and too little a stock 
turn.” 
* * * 

BRUSHING the Fall season. 

A wire from our field editor, 
Harry R. Terhune, in Los Angeles, 
says: “At a cocktail party at the 
Ambassador last week, all the fe- 
male fashion writers appeared in 
black, just as they are wearing in 
New York City. This is the darn- 
edest town to rush fashions. Here 
it will be warm Summer way 
through November, but the 
women will be wearing the Fall 
clothes in August. 

“Right now blue suedes and 
blue alligators are selling fast. All 
stores are selling Fall shoes, that 
is those in the high style field who 
were smart enough to get them in 
for this period. Sales have started, 


yet the interest is in new merchan- 
dise.” 

* * * 
SAID Russell Werner, San Fran- 
cisco: 

“The independent shoe retailer is 
in a far better position to make the 
most of his business. The indepen- 
dent has a much closer contact and 
a better chance to KNOW his cus- 
tomers, which makes it easier for 
him to sell to them and buy fox 
them. If he will just follow along 
these lines and remember that 
KNOWING a customer is as impor- 
tant as even the merchandise itself, 
he has a splendid chance to get the 
jump on the department store and 
the chain stores.” 

* * + 

IN the busy season as many as 100 
designs in shoes are produced week- 
ly by a single pattern house. And 
there are hundreds of designers of 
shoes. Possibly as many as 1000 
new designs are produced in a busy 
style season by a competent “pull- 
over” organization. 

It’s all routine as the trade sees 
it. Yet there is something extraor- 
dinary about it. A shoe is of about 
the size of an ordinary red brick. 
Yet in a few days as many as 1000 
designs of shoes, all different, are 
drawn. It looks like magic. In fact, 
it’s the magic of inspiration. 
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"Hmm—so that's why those Scotch triplets never buy more than one pair of 
rubbers at a time.” 
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Forgotten— 





by 
Arthur D. Andersen 
Editer 
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Sign the Pledge and Post It 
i Store. (Facsimile 


of Service” 914x12%) will 
be supplied to retailers on 
request. 






A teacher greets his new classes—the early 
training of the foot in the way it should 
walk is almost as important as training the 
mind to think. 
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The Children’s Shoe Department 


But the Cinderella of the Shee Industry Now 
Steps out of her Corner and Becomes 
the Star of the Day 


@F tremendous significance to anyone contemplating 
going into the children’s shoe business are the Census 
figures of production—January to May, 1936. In that 
five-month period we made 14.8 per cent less pairs of 
shoes in the boys’ and youths’ classification than we did 
a year ago. In misses’ and children’s shoes we manu- 
factured 7.9 per cent less pairs in that period than a 
year ago; in infant’s shoes 1.6 per cent less. There are 
no fewer children in the United States—so what’s the 


answer? An opportunity to make and sell more chil- 
dren’s shoes in the next six months because of the evi- 
dent shortage of stock in stores or demand in stores. 
The forgotten part of the shoe business—needs atten- 
tion. 

Since Boot AND SHOE RECORDER stimulated a new in- 
terest in children’s shoes in its recent articles and partic- 
ularly through its Pledge of Service, we have had more 
requests on the part of organizations that contemplated 


putting in children’s shoe departments than ever before. 

The Cinderella Department in the average shoe store, almost 
forgotten because of the greater interest in women’s fashion footwear 
and.men’s more stylish footwear, now has an opportunity to blossom 
out into a regular department with regular service and regular adver- 
tising and regular promotion. 

The neglect of the children’s department can easily be explained. 
The items sold do not represent such big-book totals for the salesmen 
of the department when measured in unit sales. But the profit and 
potentialities of the children’s department when looked at from the 
viewpoint of a year or longer, makes it one of the most substantial 
divisions in any family shoe store. Some of the great stores in this. 
country (credited with achievements in men’s and women’s shoes) 
reveal that actually their net profit in business is the result of the 
volume and stability of their basic children’s shoe business, 

Indications point to the growth and development of children’s 
shoe departments in the next six months greater than the progress 
in any other division of the trade. It is the answer to the merchant 
who wants more traffic and more action in his store. 

Significant, indeed, is the timeliness of our consideration of chil- 
dren’s shoes. The call for the Pledge of Service continues, hundreds 
have been mailed. We stand ready to supply it to all shoe stores. Mer- 
chants opinions on the purpose of the pledge indicate its great 
value as a declaration of shoe service. 

President L. F. Tuffly (N.S.R.A.) of Krupp & Tuffly, Houston, 
Texas, writes: 

“This week’s issue is full of the children’s end of the game, and I’m very glad 


to see it. The copy of the pledge, regarding children’s shoes, which you sent, 
contains the closing statement that ‘We prohibit the sale of children’s shoes 
without fitting service.’ at is a very broad statement, and I fear must be 
continually violated when a woman comes in the store to purchase children’s 
shoes and does not have the child with her. 

“How are such cases handled? Do the stores permit such customers to walk 
out, or do they violate their prohibition? If the latter happens, it seems to me 
that it nullifies the pledge, because the merchant is not strong enough to live 
up to it. Wouldn’t it be better to say, ‘Therefore, in this store, we discourage 
the sale of children’s shoes without fitting service’?” 


[TURN TO PACE 44, PLEASE] 
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IN accordance with the steady march of store moderni- 
zation, which insists not only upon artistic appearance, 
but also on the providing of every possible comfort 
for customers and employees, Fyfe’s of Detroit have 
installed a complete modern system of air condition- 
ing and becomes the first multi-story building in the 
motor city to be so equipped. 

A washed air system of conditioning was installed 
in the first floor and basement when the building was 
erected in 1918. This type, which was satisfactory in 
its day, is no longer acceptable to contemporary stand- 
ards, and a brand new system will be installed to ser- 
vice the nine floors of the store. The entire building 
will be provided with outlets for conditioning, although 
the: outlets will not be completed at present in the 
stockroom. This will be available for connection at 
any time when the store may be rearranged so that this 
portion will be used by the public or employees. It 
should be emphasized that this air conditioning covers 
the offices and employees’ sections of the building as 
well, providing full working comfort for employees, 
as well as for customers. The effects of air control 
upon sales, through the building up of the proper 
atmosphere in which to meet customers is by now so 
well-known as scarcely to need comment. Today, it is 
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FYFE STORE 
ADOPTS 






Equipment of the Most Modern Type 
Installed to Provide Complete 
Comfort tor Customers 


and Employees 





Fac-simile of newspaper ad used 
to capitalize air-conditioning of 
Fyfe store as a progressive step 
forward. 


not the occasional department or small shop that is 
going in for air conditioning, but the largest shoe store: 

The installation was made by the Frigidaire Corpora- 
tion through R. L. Spitzler Company, Michigan dealers. 
The equipment for producing temperature and humid- 
ity control is located in the sub-basement, and includes 
five principal units. 

1. Heating coils over which the air is passed in the 
winter, giving auxiliary air heating to the steam heat- 
ing system, which is supplied from central heat. The 
same central heating system is used for the heating 
coils which heat the air as it passes through the plenum 
chamber. 

2. A small fan and pump, designed to increase the 
humidity in the air when this is necessary. 

3. Defrosting system, consisting of three Frigidaire 
units, separately controlled automatically, so that only 
one or two will be used at a time unless the needs of 
the day require greater plant capacity. In the defrost- 
ing coils, the moisture in the air is condensed and de- 
posited upon the coils as the air is circulated around 
them. This plant has an ice-making capacity of 76 
tons of ice daily, which is considerably in excess of 
the maximum need for the store. 
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Famous Retail Shoe Establishment Becomes the First Multi-Story 
Building in Detroit to Provide Controlled Atmosphere 


AIft 


4. A fan to suck in the air from either within the 
store or outside, as the supply may be directed. 

5. A fan to blow the air, after it has been condi- 
tioned, out through the circulating ducts to the various 
floors. 


THE air intake is either from the outside or through 
the store. In the Winter, the major portion of the 
supply will commonly come from within the store, 
using air which has already been heated, so that the 
additional expense of heating cold air from the out- 
side will not be necessary. Similarly, under conditions 
of extreme warm weather in Summer, air in the store, 
already cooled to a lower temperature, will be more 
economical than the hot air from the street. 
However, on days when the outside air is suitable 
for use in the store, the system can be shut off, and only 
the blowers operated at such times. This special fea- 
ture of the Fyfe installation saves considerable expense 
in making it unnecessary to pass all air through the 


CONDITIONING 


conditioning equipment, on days when the outside air 
approximates the desired conditions. 

The present heating coils for the first floor will be 
replaced, improving heating conditions upon this floor 
which is usually the principal source of difficulty in 
such an installation. Special attention is being de- 
voted to making this floor equivalent in air qualities 
to the rest of the store, despite the constant opening 
of doors onto the street. 

The conditioned air is piped by a series of ducts to 
each floor. These ducts are located back of the eleva- 
tors, and will be flush with the wall. No part of the 
circulating system will interfere with other store con- 
struction and display, in this manner, and the only 
visible portions will be the actual outlets, which will 
be covered with decorative grilles matching the general 
scheme of the store. 

The outlets will be equipped with uniflow or direc- 
tional flow grilles, so that the air stream can be turned 

[TURN TO PAGE 46, PLEASE] 


This window display, containing replica of Fyfe Building, was used to announce installation 
of air conditioning. 
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by 
LOUIS E. KIRSTEIN 






Vice-President in Charge of 
Merchandising Publicity 
Wm. Filene’s Sons Company, Boston 








LOUIS E. KIRSTEIN 









MORE than forty years’ experience has made me an any indication here of the danger of monopoly 
incurable optimist on the future of retailing in this jn retailing which some of our political friends 
country, in spite of the prophets of gloom and disaster have been talking about. In fact, there seems to 
who periodically arise to take the joy out of life. be plenty of evidence that there are just as many 
There is always some new bogey-man threatening the individuals going into retailing today, proportion- 
established methods of doing business. I can remem- ately, as there were forty years ago. I notice also . 
ber when the mail-order concerns were going to put that some of the chains seem to be having their 
all other retailers out of business. Later it was the own troubles in meeting competition from newer 
chain stores. Now I hear that it is the consumer co- developments, such as Big Bear markets, “pine 
operative movement which is shortly going to have board” stores, and so on. 
us all hanging on the ropes. Consequently, I have come to the conclusion that 
But I notice that somehow or other this business so far as these competitive developments are con- 
of running retail stores seems to survive fairly well. cerned the business of retailing can take care of itself. 
The mail-order business, for instance, was so much Indeed, each one of these varieties of retailing ap- 
affected by the automobile and good roads that it had parently has its useful place in distribution. 
to go into the business of operating retail stores. The There are also some other developments in recent 
chains, notwithstanding their large and rapid growth, years, of a rather different character, which I think 
still occupy only about 25 per cent of the field of retailing likewise can take care of. I refer first to 
distribution. the development of monopolistic policies by organi- 
I see no indication in this that the independent zations of manufacturers. For many years the depart- 
merchant is doomed. Nor, incidentally, do I see ment store was notable for its strong resistance to the 










aie 


Senna dade a tS RITE oi 
Saitek 






















BOOT AND SHOE RECORDER, July 18, 1936 


Up with CONSUMERS 


The Future of Retailing— Where Is It Headed? 


A real statesman of retailing gives a look into the future 


of his favorite science—“serving consumers with more 


2” 


and better goods. 


His address at the Sales Promotion 


Division convention of the National Retail Dry Goods As- 


sociation should be read by every merchant because of the 


philosophy of progress contained therein. Editor’s Note 


monopolistic tendencies of manufacturers. It stoutly 
resisted price fixing in all its forms. Of late years 
there has been too much compliance on the part of 
department stores with monopolistic price policies of 
manufacturers. I am old-fashioned enough to think 
artificial restraints on prices interfere with the flow 
of merchandise to consumers. 

It isn’t yet clear whether retailers, and likewise con- 
sumers still enjoy as much legal protection against 
monopolistic practices as they once did; but entirely 
apart from legal action, retailers in many lines of 
business, in my opinion, have a wholly adequate 
remedy at hand when manufacturers undertake to 
control prices unreasonably, and that is the remedy 
of competition. There are many lines of manufactur- 
ing which it is relatively easy for a large retail estab- 
lishment to enter, or at least to supervise; and there 
is plenty of available capital for individuals, with 
some encouragement from large prospective custom- 
ers, to enter into various types of manufacturing busi- 
ness. 

I know that doubt is sometimes cast on the possi- 
bility of integrating the manufacturing and retailing 
jobs, but I think it makes a great deal of difference 
from which end the integration takes place. 

It is quite true that many manufacturers have tried 
to carry on their own retailing, without any great de- 
gree of success. The combination of these two jobs 
apparently works much better if it begins at the retail- 
ing end and then proceeds back to the manufacturing 
end, and if the present tendencies of some manufac- 


turing industries in this country to resort to monop- 
olistic practices are not curbed you may confidently 
expect to see more of these combinations of retailing 
and manufacturing which begin from the retailing end. 

The other development of recent years was the ten- 
dency to resort to price regimentation. Currently the 
most threatening instance of this tendency is the so- 
called Robinson-Patman Bill. Under this bill the Gov- 
ernment, through the Federal Trade Commission, is 
in effect undertaking to say to large-scale retail dis- 
tributors: “We forbid you to exercise the power and 
efficiency which your methods of doing business have 
achieved. We insist that you must forego the advan- 
tages of your buying power and form of organization 
and that you shall not be allowed to pass on to con- 
sumers the economies which arise from your scale 
of operations and methods of doing business.” 

Again I am optimistic that retailing can find the 
answer. Such a measure as the Robinson-Patman 
Bill, even if it should be upheld by the Supreme Court, 
will simply have the effect in the long run of speeding 
up this same process—the process of combination be- 
tween retailing and manufacturing. It will simply make 
it difficult for manufacturers and wholesalers to ride 
two horses, and therefore it will sharpen the line of 
cleavage between the manufacturer and wholesaler— 
controlled retailer on the one hand, the retailer-con- 
trolled manufacturer on the other. 

So I am confident that retailing can meet all 
these challenges, whether they take the form of 
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FIRST actual criminal court proceedings are now 
pending to establish whether or no a merchant’s name 
is his own property and that name cannot be misused 
by somebody else. It’s high time for such action. 

It was Shakespeare who said: “He who steals my 
purse, steals trash; “tis something, nothing . . . but 
he that filches from me my good name, robs me of 
that which not enriches him, and makes me poor 
indeed.” 

The Penal Law in the State of New York, Section 2354, Sub- 
Division 3, reads, in part: “A person who knowingly sells or 
keeps or offers for sale an article of merchandise to which is 
affixed a false or counterfeit trade name or the genuine trade 
mark or imitation of the trade mark of another without latter’s 
consent ... is guilty of a misdemeanor and punishable for the 
first offense by a fine of not less than $50 nor more than 
$500 or imprisonment for not more than one year or both.” 

Action by the Assistant District Attorney in the 
City of New York has brought to a head a situation 
that has long been a festering sore on the back of 
legitimate shoe retailing. Masquerading under the term 
“cancellation” some of these stores display in windows, 
shoes with labels, authentic or otherwise, from the 
leading shoe stores—not only of metropolitan New 
York but of many representative shoe stores through- 
out the United States. One offender goes so far as to 
post a sign: “It’s a real achievement to offer exquisite 
custom-made footwear, constructed by the foremost 
manufacturers throughout the country at approxi- 
mately 1/3 of their original cost. NAMES CANNOT 
BE PUBLISHED. The secret—we have the preference 
of getting all cancellations and returns made for the 
best retail stores that sell shoes at $12.50 and up.” 

The public believes what it reads and sees. So in 
the City of New York alone it is estimated that there 
are 250 shoe stores displaying footwear of nationally- 
known names and presumably selling this “bait” mer- 
chandise to any and all who enter, allured by a bar- 
gain. We are not saying that some cancellations do 
not trickle into these stores. We are also not saying 
that some authentic shoes are not displayed; but good 
common sense would make it apparent to anyone that 
in this day and age there are not enough legitimate 
cancellations to fill these stocks in even one city. Other 
cities throughout the country have similar set-ups, cal- 
culated to attract the public with fancy names while 
other goods are substituted. 

Why the word “cancellation” would have a con- 
sumer appeal is something that we cannot fathom. 
Perhaps the implication is that the big store ordered 


CUT THE ENDLESS CHAIN AT ITS SOURCE 
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more than it could consume. We have asked a number 
of manufacturers as to the rise and fall of cancella- 
tions, and they invariably say that at no time in 
their recollection have there been so few cancellations. 
Certainly the manufacturer does not encourage can- 
cellations. He is not interested in a bootleg market 
for the products bearing some merchant’s name. That 
would destroy his customer as well as himself. Fac- 
tory damaged shoes are at lowest minimums—it’s too 
expensive to worker and factory to encourage careless 
production. 

And yet how did these stores get stocks of shoes 
with prime merchants’ names thereon? Is there a 
counterfeit label printing shop that makes these labels 
up on somebody’s order? Or is it a case of careless 
indifference to the value of such a thing as a bottom 
stamp and a sock label? 

Do merchants know how many sock linings are 
requisitioned by manufacturers and whether or no 
there is leakage in packing rooms or somewhere along 
the line? Prime fancy labels may have an under- 
ground market; but let’s get our mind out of the 
gutter and point to one source of supply for these 
shops where the merchant has a decision to make. What 
becomes of the odds and ends and left-over shoes 
that are not cleared over the cash register route in 
the merchant’s own store? Does the merchant sell these 
final clearance shoes of his to job-lot peddlers who 
are interested in the label first and the shoe second? 
Supposing he is quoted a price of 75c a pair for the 
shoes as is (that means with his label therein), would 
he get 50c for the shoes with the sock lining out 
and the label erased off the shank or bottom? 
Wouldn’t it be better for him and for the industry at 
large if he looked at his own final disposals? 

We know it is true that some concerns that do set 
a great value upon their own name, make it a point 
to sell the shoes to some one bargain basement, in 
some one city, but do they also stipulate that the 
endless chain of clearance be broken then and there? 

There is reason to believe that the “bait” of prime- 
name shoes has much of its reasons for existence in 
the thoughtlessness of merchants themselves. Their 
minds do not follow through to the ultimate con- 


[TURN TO PAGE 50, PLEASE] 











BOOT AND SHOE RECORDER, July 18, 1936 


ANNOUNCING THE 





1 MANUFACTURER who puts this fine heel on his 
shoes and pays a premium for it, does two things: 

He gives to the wearer the smartest appearance, 

the greatest comfort and the longest wear of 4utarzrcn 


any rubber heel yet designed. And he gives #ijaadhieuium 
/ THAN ON ANY 


to the retailer an assurance of easier sales. Aaeeynnes 
Because the public has come to recognize 
Goodyear as “the greatest name in rubber.” 
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of all calls for 
Shoes were for 
Air Step Shoes 





GOOD HOUSEKEEPING 


919 N. MICHIGAN AVENUE 


ADVERTISING DEPARTMENT 
WESTERN OFFICE May ’. 1936 CHICAGO, ILLINOIS 


Mr. A. G. White, 
Brown Shoe Company, 
1600 Washington Ave., 
St. Louis, Missouri. 


Dear Wir. White: 
This is with reference to our Friday's conversation 
regarding the "Phone to Find - Who Sells It" service. 


You will be interested to know that up until April 6th 
there were a total of 2,667 calls for 23 products, all 
of course resulting from the publicity given it in the 
March issue. 


The Good Housekeeping total represents more than 50% 
of the total calls received in March from the five 


Hearst magazines using the service. 
There was & decided preference for shoe advertising in 
this issue, three shoe advertisers receiving exactly 
1200 calls out of the totel 2,667. Of these 1200 shoe 
calls, Air Step received 701 calls, the balance being 


divided between the other two. 


This was indeed a splendid showing for the Brown Shoe 

Compary, and with cities added since then, the showing 
should be even better as time goes On. 

If these figures are not entirely clear, please let me 


hear from you. 
Sincerely yours, 


V1, Krams 


For GOOD HOUSEKEEPING 
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..with a “Magic Sole” feature 
and an advertising idea 
as “fast” as the shoe itself 


women interested in a high style shoe 
it turns hard sidewalks into soft carpets? 
| they actually “hunt out” the shoe mer- 


hant who sells it? 


st read the amazing report from Good 

ousekeeping Magazine on the opposite page. 
58% of all shoe calls received through Good 
Housekeeping’s “Phone-To-Find-It” Service 
were for Air Steps! Here’s proof positive 
that women want what only Air Step Shoes 
can give them. Here’s double-barrelled proof 


that Air Step advertising is hitting the mark. 


And you know as well as we do that when 
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women will “hunt out” a shoe, that shoe is 
GOING PLACES. Get in on this. Make YOUR 
store the AIR STEP STORE. Feature the 
shoes that women are reading about, talking 
about, asking about... and you'll have a 
sales-maker no other shoe can equal. A letter 
or wire will bring an Air Step representative 
with samples of the complete Fall line and 


the whole exciting story. 


Wwawrs Vase Gouge, 


Manufacturers + ST. LOUIS 


Also Manufacturers of Air Step Shoes for Men, Brown! Shoes 
for Men and Women and Buster Brown Shoes for Children 





With the “Magic Sole” That Turns Hard Sidewalks into Soft Carpets 





When writing advertisers please mention Boot and Shoe Recorder 
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Filene’s, in Boston, chose a warm, sunny day recently 
to flash this promotion of white and two-tone fabric 
sport footwear. Story gives description and colors. 


WINDOWS PLAY IN SPECIAL 


THIS is a period of planned special promotions in 
retailing. By a special promotion, in this sense of 
the word, we mean the concentration of every kind 
of sales effort, including advertising, display, sug- 
gestive selling and every form of retail publicity, 
behind a certain line or class of merchandise for the 
purpose of stimulating sales. In other words, it is 
a concentrated sales campaign launched at a favorable 
time and continued over a specified period with the 
object of bringing the merchandise in question forcibly 
to the attention of prospective customers through all 
of the avenues of publicity which the store can com- 
mand. 

Special promotions of this character had their origin 
in the department stores, but they have been found to 
be so useful and effective in building extra business 
that practically every sort of store, including the 
specialty shoe store, today makes use of them in one 
way or another. Differing from clearance sales and 
“special price events” to the extent that their sales 
appeal is based primarily on other factors than price, 
they have some similarity in that they are extraordinary 
selling events, outside of the regular routine of re- 
tailing. Inasmuch as they depend for their success 
to a considerable extent on dramatized selling, with 
a certain degree of “ballyhoo” and “hoopla,” these 
special promotions can easily be overdone. A man 
cannot always be running to a fire and a store cannot 
thrive continuously on hullabaloo and excitement, un- 
less it wants to earn the reputation of being that kind 


PROMOTIONS 


of a store. Nevertheless, the legitimate promotion, 
properly timed, carefully planned and effectively car- 
ried out, is a very useful implement in building extra 
business. 

To have the best chance of success, a promotion 
should, first of all, have a legitimate reason for being. 
It should be in line with some buying impulse of the 
customer, as, for example, the urge to buy white shoes 
in Summer, children’s shoes at school opening, Fall 
shoes in mid-August and formal footwear around holi- 
day time. In every community there are also local 
events of importance that suggest the possibility of 
appropriate footwear promotions. A golf tournament 
might be the occasion for a timely golf shoe promo- 
tion, a social event would supply a background for 
a special showing of fashionable evening footwear, a 
big football game for collegiate shoes, and so on. 

Good window displays play a vital part in every 
successful shoe promotion. They bring the merchan- 
dise itself directly to the attention of the customer. 
Many people dislike the thought of going into a shoe 
store to try on various shoes on the chance that they 
may find something that will meet their idea of what 
they wish to buy. Showing them the right shoe in 
the window helps them to a decision and gives them 








JOVELTY DEMANDERS*” THRILL 
[0 THE NEW FALL STAR BRANDS 


Nation-wide Star Brand shoes score a new victory! The new 
Fall line of novelties pleases women who want something 
new and “a bit different please”. This improvement in the 
Star Brand line opens greater profit channels for merchants 
whose business is built on quality and popular prices. 


The Star Brand line includes a great selection of novelties 
in a complete popular price range. Each grade is built to 
the famous Star Brand quality standard. 


Capitalize on these profit makers and business builders. ~ 


BN 


* THERE’S A STAR BRAND 
SHOE TO FILL EVERY DEMAND 


Px opi tabl y! 


For every member of the family, for every 
purpose, there is a Star Brand shoe that sells 
readily. Your Star Brand representative will 
gladly show you just the shoes your customers 
want. Wire, write or phone for him to call! 


STAR 
BRANDS 


cst! 





OBERTS, JOHNSON & RAND art sare 


Orthopedic shoe pro- 
motion window by 
Park-Brannock Com- 
pany, Syracuse, N. Y., 
featuring figure in 
plastic sculpture by 
Ira E. Swart, expert in 
three dimensional dis- 
play. An _ unusually 
effective orthopedic 
window display that 
combines men’s and 
women’s shoes and 
tells story with nu- 
merous display cards. 


confidence that they will be able to find the style and 
type of shoe they prefer. Window promotion alone 
will not serve the purpose of publicizing a major sales 
event, but the right kind of windows form an impor- 
tant and necessary link in the chain. They should be 
reinforced with newspaper advertising telling all about 
theevent, with effective displays of merchandise inside 
of the store and with intelligent selling on the part 
of the sales staff. Direct mail announcements will in 
most cases be found useful and economical, assuming 
that you have a first class mailing list of the group 
of customers likely to be interested in the kind of shoes 
featured in your promotion. 

The Filene window, illustrated at the beginning of 
this article, was an unusually effective rubber sole 
sport footwear display, featuring a group of white 
fabric and two-tone models from the line of the Cam- 
bridge Rubber Company, Cambridge, Mass. On a 
white, semi-circular platform in the center, in front 
of an attractive background panel, stood a life-size 
model in a light pink linen dress. Flanking the plat- 
form were two white enameled display fixtures. The 
shoes were arranged on these fixtures, on the display 
platform and on the window floor, which was covered 
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An unusual promotion 
of group of new styles 
used last Spring by J. 
& J. Slater in New 
York. “On Your Toes” 
was the title of the 
display card and the 
copy read as follows: 
“Romanticism in the 
shoe wardrobe—a toe 
to match the gayest or 
most fantastic mood.” 
Background was a 
photographic blow-up. 


with imitation grass. The green of the grass, together 
with the long-stemmed greens in the vases on either 
side of the fashion figure, afforded a cool and attrac- 
tive color contrast. 

Orthopedic promotions offer a real problem to the 
type of store that specializes in orthopedic shoes and 
service. How to impress people with the hygienic, 
comfort and fitting features of the shoes without mak- 
ing the windows dull, uninteresting or even repellent 
to the average individual is the crux of this problem. 
The Park Brannock Company of Syracuse, N. Y., 
solved this problem admirably in the orthopedic 
window which we illustrate this week. They used a 
plastic figure of Dr. Locke, whose principles of fitting 
are employed in the line of shoes featured in the dis- 
play. This figure was made by Ira E. Swart, a Syracuse 
plastic sculptor, who is an acknowledged expert in 
three dimensional advertising and display. It forms 
one of four that he has made for use in stores featuring 
the shoes of the Lockwedge Shoe Corporation. 

The Slater window was a light and airy fashion 
promotion, executed in a very simple way with a 
background illustration consisting of a blown-up pho- 
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Take off the mask 
and you find the old- 


time sample _ shoe 
store technique mod- 
ernized. 





EN the public interest, the fight against fraudulent 
types of Cancellation Shoe Shops in New York has 
been brought to a head recently by the arrest of the 
proprietor of a shop charged with selling shoes de- 
clared to be cancellations of a prominent Fifth Avenue 
store. Knowledge of such practices has been a matter 
of record for several years, but so far there has been 
no real conviction that would establish a precedent and 
supply that legal ammunition needed in the fight 
against these forms of misrepresentation, oral, visible 
and through window display. ° 

Now, through the efforts of the Better Business Bu- 
reau, Inc., of New York City, working through the 
offices of Assistant District Attorney James J. Wilson, 
the fight has been renewed with the expectation that 
this case will establish the needed precedent and give 
the authorities a starting point from which a clean-up 
can be made of these shops which yearly exact a large 
toll from the misled public. 

This ‘test case was brought to light by the complaint 
of a bona-fide custumer who had bought a pair of 
shoes from a shop—the shoes bearing the reputed label 
of a Fifth Avenue shop. After wearing these shoes for 
a short time the customer brought the shoes back to 
the Fifth Avenue shop, where it was discovered that 
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CANCELLATION 
SHOE SHOPS 
MUST QUIT 


Effective Laws to Curb Misrep- 
resentation Enforced by New 
York District Attorney — Shoe 
Merchants Couneii of New 
York Vetes Support 









the shoes had never been carried in their line and were 
of an inferior grade. A letter was sent to the offending 
shop, asking them to refrain from using their name on 
these shoes; but this did not avail because two girls, 
sent to buy shoes in this shop a short time after the 
letter was sent, were able to buy shoes bearing the 
Fifth Avenue name. 

Asking the aid of the Better Business Bureau to stop 
this misuse of their name, the buyer turned over the 
facts to the authorities. Assistant District Attorney 
Wilson issued a summons for the proprietor of this 
cancellation shop as a violator of Chapter 27, Section 1 
of the Code of Ordinances of the City of New York and 
of Section 2354, Sub-Division 3 of the Penal Law of 
the State of New York—thus tying the first knot in the 
net to entrap the owners of these false “Cancellation 
Shoe Shops.” 

The Shoe Merchants Council of New York, F. Paul 
Riley presiding, held a meeting last week to consider 
the cancellation shop problem and invited representa- 
tives of the New York City newspapers, members of 
the Council and other interested parties to participate 
in the deliberations. 

Frank Reidy, representing the Better Business Bu- 
reau outlined the case which resulted in the indictment 
under charges of violating the Advertising and Trade 
Mark laws. 

A special committee, under the leadership of John 
R. Laycock, reviewed the extent of the cancellation 
shop “racket” and the following speakers contributed 
information thereon: L. E. Langston, manager of the 
National Shoe Retailers Association; John J. Slater, 
of J. & J. Slater; Louis Sacher, shoe buyer for Frank- 
lin Simon & Company; Emanuel Gerton, shoe buyer 
for Saks Fifth Avenue; Editor Arthur D. Anderson 
and others. 
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FOR FALL TURNOVER ¢ 


@ Mexican Alligator is distinctive and different in that it accurately reproduces 
the Alligator grain combined with a beautiful lustrous finish and effecting a 
unique variation of the large and small scales. Being true to the natural, it 
adds artistry to its style value, and the raised markings soften and enrich the 
color tones. 

Your fall turnover will have an added zest if you key in with the demand of 
well dressed men and women, and their youngsters, being made ready for you 
in footwear in which Mexican Alligator will be the dominent feature. This 
demand is being created by the editorial pages of national style magazines, 
because it complements perfectly the tailored suit wear for Fall. If in doubt, 
write us for swatches. 


c gar ol al 


A COMPLETE SERVICE IN FINE CALF LEATHERS THE OHIO LEATHER COMPANY GIRARD, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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Keeping Up with Consumers 


new competitive developments in dis- 
tribution or whether they proceed from 
the development and espousal of un- 
sound economic philosophies by whole- 
salers, manufacturers and short-sighted 
legislators. 

I am not really very much worried 
about any of these matters. I think 
retailing can keep up with competi- 
tion. What I want to know is: “Can 
present-day retailing keep up with 


consumers?” That is where the real 
problem lies. Consumers demand 
changes; consumer habits change. 


Most consumers buying is non-logical 
in character. Fashion is not merely 
a matter of apparel. There are all 
kinds of «fashion movements, both 
short-run and long-run, affecting all 
of consumption. The large proportion 
of the consumer dollar spent during 
the last: fifteen years for automobiles 
and allied automotive products is in 
some part a matter of fashion. Just 
now, signs point to an increased diver- 
sion of the consumer dollar with hous- 
ing and household furnishings. Here 
also, as in the automotive industry 
these developments are partly matters 
of fashion and partly matters of tech- 
nical change. 

To my mind, consequently, there is 
at present entirely too much specula- 
tion as to whether retailing may be 
faced with important changes as a 
result either of legislative restrictions 
or of monopolistic trade practices. To 
be sure these questions are important 
and we must be concerned with them. 
But if we overemphasize them or con- 
centrate upon them exclusively, I am 
afraid that we may lose sight of the 
real underlying question which is fac- 
ing us as retailers and distributors. 
That underlying question is whether 
present-day retailing is sufficiently 
flexible to meet changing characteris- 
tics of consumption, changing buying 
habits and changing social conditions. 

In other words, the real job of sales 
promotion today and tomorrow, and 
for some time to come, will be to main- 
tain contact with the changing con- 
sumer in a changing world. 

Unless I misread American history, 
it seems to me that we are evolving 
into what might be called a social era 
—an era in which the community 
through government as well as through 
private enterprise will pay much more 
attention to the rank and file of the 
nation. Their status and their security 
will be one of our major concerns. 

The first: 125 years or so of our his- 
tory were devoted to developing and 
exploiting our huge country. We had 
vast resources, we had teeming mil- 
lions coming into this nation from all 
over the world. We had ambitious and 
enterprising leadership. We developed 
transportation of all kinds—highways, 
eanals, shipping, railroads that spanned 
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the continent from east to west and 
from north to south. We developed 
manufacturing of all sorts and led the 
world in mass production methods. We 
pioneered in the arts of marketing 
and merchandising. We elevated man- 
agement to a profession and our great 
universities organized schools of busi- 
ness administration to fill a need for 
trained personnel. We built huge met- 
ropolitan centers. We made possible 
the highest standard of living of any 
nation of the world. 

This era was naturally one in which 
the producer and the financier held 
the first places of leadership because 
the primary emphasis was on financ- 
ing and producing great industrial 
and commercial enterprises. And a 
good job was done! With all the mis- 
takes, with all the greed and selfish- 
ness which was frequently displayed, 
with all the harshness and even at 
times cruelty and ruthlessness in the 
enward industrial march, the men who 
preceded us did build a great industrial 
empire. We should be grateful to 


Best & Co. 


Fifth Avenue at, 35eh Street 
Gorden City Memarenech East Ovange Brookline Jenkintown Ardmare 





A big success 
THE WHITE PIGSKIN 
SANDAL WITH 
PERFORATED TRIMMING 





1S sandal isn’t new—we've been 
“running” it for several seasons. But 

its design ts so good, it has such distinc- 
tion and 1s so flattering to the foot, that 
it will very likely go on for several 


seasons more! Smart young women 
wear it with everything, in the daytime 
or the evening, in town or out. Because 
it is sO much in demand we feature it 
in two hee! heights—choose the one best 
suited to your foot, or to your costume, 
SIXTH FLOOR 
Mail and phone orders filled — Wisconsin 7-5000 





A smart ad that featured a continuing 
fashion. 


them for what they did because it 
enables us to build upon the solid 
structure which they reared for us. 

But maladjustments inevitably oc- 
curred in an almost exclusive emphasis 
on the creation of wealth—maladjust- 
ments and strains which gave us slums 
as well as palaces, poverty as well as 
riches, and grave insecurity over wide 
areas of our population as a result of 
periodic breakdowns in our whole in- 
dustrial system, from the last and 
perhaps most severe of which we have 
been gradually, if slowly, emerging 
during the past three years. A nation 
as democratic as ours, founded on the 
basis of equality of opportunity and 
the sacredness of individual rights, 
quite naturally would sooner or later 
turn its attention to these maladjust- 
ments and try in ways suited to our 
own American traditions to correct the 
evils of an over-rapid industrial growth 
upharnessed to social ends. 

So, beginning with the administra- 
tion of Theodore Roosevelt, continued 
through the Wilson administration, 
sharpened and heightened by the bitter 
experience of this last depression, we 
have definitely placed the mass of 
people both as workers and as con- 
sumers in the foreground of national 
concern. In doing so, of course, the 
prevailing leadership in industry and 
finance has been severely criticized, at 
times unjustifiably excoriated, and 
even made the big bad wolf in the 
picture of economic and social mal- 
adjustment. These aspects, perhaps, 
are the excrescenses and the political 
manifestations of an era of transition 
and change from one type of national 
problem to another. Given our politi- 
cal methods, party politics, and mass 
democratic elections, it is easier to 
blame individuals as a means of arous- 
ing emotions in favor of certain 
changes than calmly to explain under- 
lying factors which make these changes 
desirable and inevitable, and to get 
people to realize that in the large 
sweep of historical forces there really 
are no villains any more than there 
are heroes. 

A different social and economic set- 
ting requires a different way of doing 
things, a different emphasis. My own 
feeling, therefore, is that regardless 
of what political party may be elected 
to office either next Fall or at subse- 
quent elections, this trend will con- 
tinue. It is exactly the way in which 
our great industrial neighbor across 
the Atlantic, Great Britain, evolved. 
I think that both the lessons from 
British experience and the trends in 
cur own country clearly point to the 
development of a social era in which, 
as I have already said, the mass of 
people, both as workers and consum- 
ers, will hold the foreground of at- 

[TURN TO PAGE 55, PLEASE] 
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BUSINESS THRIVES In COLUMBUS (Ga.) 
STORE CARPETED 
WITH MOHAWK BROADLOOM 


MOHAWK CARPET 
Miller Taylor Shoe Store, Columbus, Georgia 


The smart, modern furnishings, and the up- 
to-the-minute indirect lighting effects in the 
Miller Taylor Shoe Store (shown here) are made 
even more attractive by the 15 feet x 92 feet 
seamless Mohawk Assembly Broadloom Carpet. 

And in a shoe store, nothing is more im- 
portant—from the success- 


where—customers take their first, testing steps 
on Mohawk Carpet. 

Mohawk manufactures a complete line of 
fine Broadloom Carpets in many solid colors 
and scores of interesting patterns. They come 


in seamless widths up to 15 feet wide. Mohawk 
Carpet Mills maintaina Free 





ful point-of-view —than a 
deep pile, long-wearing car- 
pet. As a result, in all parts 


of the country—in flour- 





FREE—TO SHOE STORE MANAGERS 


Send today for Mohawk’s amazing new Carpet 
Caiculator. It is a very simple instrument that 
enables you to quickly and easily estimate your 
carpet requirements. So send today for your 
Mohawk Carpet Calculator. Remember, it’s free! 


Advisory Service to help 
you solve your floor-cover- 
ing problems without cost or 
obligation. Wire collect any 





of the offices listed below. 





ishing shoe stores every- 


Mguawe CARPET MILLS 


ine Orrice: 295 Fil EW YORK, N. ¥. 


iauelend Dallas ent 


rat : Des Moines 
“Pittsburgh = San Francisco Seattle 


St. Lovis 


1936, Mohawk Carpet Mills, Inc. | 





OTTO H. HASSEL 


Long an active leader in N.S.R.A. and 
still doing his part as director. 


Editor’s Note: Second of a series 
of articles, presenting another 
group of the N.S.R.A. 1936 official 
staff and their activities. The first 
appeared in the issue of June 20th. 


IN line with its general policy of 
broadening the service it renders to 
retail shoe merchants throughout 
the country, the National Shoe Re- 
tailers Association is encouraging 
retailers in cities and important 
communities where no permanent 
association of shoe retailers exists, 
to organize such groups of mer- 
chants, and is extending its assis- 
tance and cooperation in the forma- 
tion of such local merchants’ 
associations. 

Recently President Tuffly and 
the official staff of the association 
determined to send Manager Lee 
Langston on an extensive trip as 
far West as the Pacific Coast, pri- 
marily for the purpose of meeting 
the retailers of various cities, ob- 
taining from them first hand in- 
formation as to what kinds of 
association service would be most 
helpful and showing them the ad- 
vantages of membership, not only 
in the national body but in local 
shoe groups in their own commu- 
nities. 

Mr. Langston returned to head- 
quarters highly pleased with the 
results of his contacts with the 
merchants. In the course of his 
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N.S. R.A. 


to Foster 


National Shee Retailers Association En- 
courages Formation of Live Organizations 
in Every Impertant Retail Community 


MELVILLE KAUFMANN 


Sommer & Kaufmann, San Francisco— 
N.S.R.A. Director. 


travels he attended the conven- 
tions of the California Shoe Re- 
tailers Association, at San Fran- 
cisco, and the Pacfic Northwest 
Shoe Retailers Association at Seat- 
tle. At these meetings he found it 
possible to talk with large numbers 
of retailers, and he also visited a 
number of other important cities en 
route, such as St. Louis, Kansas 
City, Denver, Salt Lake City, Port- 
land and Chicago. In most of these 
cities meetings of the shoe mer- 
chants were held, and Mr. Lang- 
ston came back more strongly con- 
vinced than ever of the value and 
necessity of an active, vigorous 
local association of shoe men in 
every city of sufficient size to war- 
rant the organization of such a 
group. 

Even in some localities where 
local associations exist, the 
N.S.R.A. believes there is a need of 
increased activity, due to the fact 
that, in the difficult period from 


BENJAMIN W. CHILDS 


Thomas S. Childs Co., Holyoke, Mass. 
—N.S.R.A. Director. 


which so many shoe retailers are 
now emerging, pressure of individ- 
ual problems prevented the mer- 
chants from giving to their associa- 
tion activities the time and attention 
they had devoted to them in the 
past. The result has been that 
many hitherto active local associa- 
tions held meetings less frequently, 
lost some of their members and 
became less and less useful to the 
individual members and the busi- 
ness community. In such cases 
there is need for a revival of as- 
sociation interest and activity, and 
again the National Shoe Retailers 
Association stands ready to lend 
its assistance. 

There are many matters of im- 
mediate concern to shoe merchants 
in every locality that call for united 
consideration and cooperative ac- 
tion on the part of a group of re- 
tailers. ‘There is, for example, the 
perennial problem of clearance 
sales and the exercise of some mea- 
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Loeal Shoe Groups 


Abuse of Sales, Employment Problems and 
Fair Competition Among the Problems That 
Call for United Action by Local Retailers 


CARL BURGSTAHLER 


F. E. Foster Co., Chicago—N.S.R.A. 
Director. 


sure of control over a situation 
which, in practically every city of 
the country, has gotten out of hand 
with the result that clearances have 
been held too early and too fre- 
quently and the orderly progress of 
retailing has in many instances been 
disrupted and demoralized. By sit- 
ting down together and discussing 
this matter in a friendly way, the 
retailers of a number of cities, in- 
cluding New York and Philadel- 
phia, have at least made some de- 
gree of progress toward a mitigation 
of sale abuses. 

Employment problems, Mr. 
Langston found, are giving concern 
to retailers in many parts of the 
country, and here again it may be 
possible, through the common 
counsel of retailers in a commu- 
nity, to develop a broader view- 
point in the approach to this prob- 
lem. Thoughtful merchants real- 
ize that here is a subject to which 
they must give earnest thought in 


THOMAS F. CALLAHAN 


B. Altman & Co., New. York, Chairman 
Women's Style Committee. 


the immediate future. Most retail- 
ers wish to be fair and to operate 
their business on a basis of friendly 
cooperation with their salespeople 
and employees. On the other hand 
the conditions of competition and 
the necessity of dealing fairly with 
customers as well as employees im- 
pose very definite limitations on 
the employer’s freedom of action. 
It is not a matter for snap judg- 
ments which may lead to contention 
and unpleasant relationships be- 
tween employer and employee. The 
individual retailer may find it diffi- 
cult to arrive at a decision, but often 
the reasoned consideration of a 
group of merchants may point the 
way. 

A very live subject for retail 
consideration at the moment has 
to do with another phase of com- 
petition, namely the so-called can- 
cellation shop which is becoming 
a seriuos problem in some of the 
large cities, notably New York. 


HERBERT J. RICH 


B. ‘Rich's Sons, Washington, D. C.— 
N.S.R.A. Treasurer. 


Here the matter has been taken up 
by the Retail Merchants Council 
and the Better Business Bureau, 
which has made a thorough inves- 
tigation and determined that a 
great deal of misbranded merchan- 
dise has been and is being offered 
to the public. The Shoe Merchants 
Council recently devoted an entire 
session to the discussion of this 
subject. Evidence has been gath- 
ered and laid before the District 
Attorney’s office of New York Coun- 
ty, which has instituted at least one 
court prosecution in a case involvy- 
ing a shoe store and is making a 
vigorous campaign to clean up the 
situation. 

The National Shoe Retailers As- 
sociation is of the opinion that other 
abuses of fair competition, existing 
in other cities, can be attacked in 
the same way, provided there is a 
vigorous local association to take 
the initiative. Manager Langston 
states that he will be glad to co- 
operate, by supplying information, 
suggestions for procedure, etc., 
which will be helpful in the forma- 
tion of local associations. He will 
welcome inquiries and correspon- 
dence from retailers who feel that 
their communities offer fruitful 
fields for such organization work. 
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STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 





over fifty years, Stewart and Potter Company 





have maintained an acknowledged leader- 


ship in this art. 


Leading Shoe Manufacturers and Retailers 


know that shoes made over these lasts are 


foot fitters and always properly styled. 


THE LAST WORD 


UNITED 


L_.UNITED LAST COMPANY 
140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 


f.. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potrenco, THE LAST WORD ynitep tastco., trD. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


. 140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











BARBOUR DRESSWELT 





RETAINS THE SHAPE OF THE SHOE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 





Candidates for the Seeoud Run 


[CONTINUED FROM PAGE 19] 


retailers merchandised new _ suedes 
across the board for late October and 
advertised aggressively that none of 
these shoes would be reduced until 
February. How did it work? It was 
the Fall of 1929. Enough said! But 
this retailer still believes in the prin- 
ciple . . . and is thinking seriously of 
repeating that plan under the more 
normal conditions of Fall, 1936. 

This same Fifth Avenue merchant 
believes that new suedes can be built 
with smooth leather trims at the 
strategic points of wear. The shoe 
type shown at the bottom of page 
eighteen is his suggestion. Build 
dressy tip-and-fox models that will 
have protection where they need it 
most and suede shoes can be 
made fairly practical right thrdugh 
the Winter. 

This idea, we believe, has merit. We 
found another retailer who bought tip 
and fox models in semi-tailored styles 
heavily in his first run, with the plan 
of keeping up their price right through 
the season and filling in sizes as re- 
quired. It worked well last year and 
he expects the idea to repeat its suc- 
cess this season. 

So there’s one radical point of view 
. . « follow suedes with more suedes. 
But this plan is probably only prac- 
tical for the higher price brackets. 





What next? Well, here’s an oper- 
ator in the upper middle price bracket, 
whose moves are always important to 
the trade. He, remembering that 
formal shoes are style-right for No- 
vember, is pinning his faith on kid. 
But it will be kid with a difference 
. + « not just the little kid tie or the 
little trimmed pump that has been 
in the picture for so long and which 
offers no special promotional . excite- 
ment. 


Kid in Simple Patterns’ 


He is styling kid in rich but simple 
patterns with extreme silhouettes— 
high fronts, low sides. He believes that 
it is all bunk that the kid shoe can’t be 
given the dramatic, crisp look that is 
associated with calf or suede. He is 
interested in the new matt kids. He 
is interested in kids with an extremely 
satiny finish. He is going to make kid 
exciting. Watch and see! 

For houses that do a tailored busi- 
ness right through the year, smooth 
calf, grained calf and reverse calf are. 
also candidates for the second run. 
There seems to be a growing interest 
in hand-boarded effects that give a 
subtle surface interest and a little 
richer effect to the calf shoe. Several 
late promotions will also be launched 
in the finer grades of this new 
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“brushed” reverse calf, with its slight- 
ly shaggy surface that makes extreme- 
ly effective shoes when skillfully 
styled. 


A Touch of Reptile 


We find a group of retail stores who 
are experimenting now with reptile 
trims on baby calf or plump kid. They 
hope to make a practical shoe that will 
still have that semi-dressy look that 
fits in with Winter coats. All-reptile 
shoes are significant from a high style 
angle—in both baby alligator and Cal- 
cutta, but their price will necessarily 
limit their appeal. 


Fabrics in the Rain 


And what of fabrics? There is no 
question that fabrics were worn last 
Winter by thousands of women under 
rubbers and galoshes. But not many of 
those fabric shoes were new shoes. 
This year there is a fresh promotional 
idea to put the fabric shoe on the map 
as a late Fall selection. Fabric shoes, 
weather-proofed by the “Neva-Wet” 
process, will be offered by two big 
operators. The argument, of course, 
is that only sole-protecting sandals will 
be needed for average wear, as the 
treated fabric resists everything short 
of a blizzard. 

If this promotion goes over as it is 
expected to do, the chances are that 
something will be done next year to 
make suedes water-proof. This has 
already been done in a few isolated 
cases in shoes. It is quite general in 
suede garments and it may very pos- 
sibly have a potent effect on next 
Fall’s (19387) suede merchandise. 


Runners-Up 


So now we are coming to the end of 
our list of shoe material candidates. 
Patent leather is a possibility that will 
have endorsement, particularly in din- 
ner shoes and in pumps with impor- 
tant buckies for afternoon wear. 
Other individual ideas are in the works 
but cannot be disclosed as yet. There 
is no dearth of candidates. The prob- 
lem is how to choose best for your in- 
dividual store and city. 


Silhouettes in November 


Just as important, perhaps more 
important than the question of mate- 
rials is the silhouette of the shoe. 
From the promotional angle, there is 
more exictement in a new last or pat- 
tern than a material can ever provide. 

Last year, you remember, the square 
toe and heel came to the front with 
the second run and proved a life-saver 
to the stores who were quick on their 
feet. 

It is obvious that a new last cannot 
do the job this year. With the plateau 
last following so close on the square 
toe, we have had plenty of last activity 
to last a long while and more would 
only be confusing and expensive. 

What then, is the white hope? The 
boot?—or the “Trotteur” as Hollywood 

[TURN TO PAGE 46, PLEASE] 
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Fochente 
/ JUNE 1936 





over JUNE 1935 for 
EINSTEIN'S GABARDINE 
proves that Einstein's 
Gabardine will play a 
prominent part in the 
Fall Shoe Fashion Picture 


_J-EINSTEIN- INC: ONE PARK AVENUE: NEW YORK 
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LOGE 


ILLINOIS 


ST. CHARLES, 


A sparkling, new interior in your store will bring 
new customers because people prefer to buy in 
modern, up-to-date surroundings! Write for big, full- 
color HOWELL Chromsteel Catalog and special price 
list TODAY — see how other leading shoe stores 
have built better business 
with the help of Chrom- 
steel Furniture! 
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COMMERCIAL 
FACTORING 
































COMMERCIAL FACTORS CORPORATION 
TWO PARE AVENUE, NEW YORE 


Factoring, industry's 
modern financing 
tool, enables a shoe 
manufacturer to 
reduce his costs 
through advanta- 


geous, timely buying. 











Forgotten—The Children’s Shoe 
Department 


[CONTINUED FROM PAGE 21] 


May we, as a point of information, 
indicate that we debated long and seri- 
ously over the phraseology of that line. 
We discussed it with some of the lead- 
ing men in merchandising in shoes and 
in other lines of industry and in some 
service fields such as the optical field, 
etc, They almost unanimously agree 
that the pledge should be a strict re- 
sponsibility and that if it is true that 
children’s feet do grow, and that from 
one pair to another a change of size 
is likely to occur, then the professional 
spirit must be carried on. That rule, 
may at the start, prove irritating but 
in the long run it carried with it the 
true spirit of professional] service. In 
fact on that one word—prohibit—rests 
the entire value of the pledge for if the 
purpose is to bring the children actu- 
ally into the shoe store for shoe fitting, 
there should be no violation of the rule. 

We express our thanks to President 
Tuffy for bringing up the subject and 
hope that our explanation will prove 
valuable, yet we bow to the practical. 

Some stores have demonstrated over 
the years that such a policy can be held 
strictly to the letter of the merchan- 
dising law. Other merchants, the coun- 





try over, have expressed themselves 
with great enthusiasm over the pur- 
pose of the pledge. Cooperating also 
in this movement are manufacturers 
of children’s shoes. Some have printed 
hundreds of copies of the pledge and 
stamped their seal on the bottom, with 
a place on the bottom for the store to 
print their own name. We have sup- 
plied mats to other children’s shoe 
manufacturers for them to print the 
actual pledge. 

So the movement gathers momen- 
tum and we again indicate that a 
major opportunity in children’s shoe 
store service is ahead of every mer- 
chant who will give serious considera- 
tion to the proper selection of a diversi- 
fied line of shoes, fashionably smart, 
correct in last properly priced. Our 
cooperation is yours in “getting more 
children’s shoes sold right.” 





Wisconsin's Unemployment 
Insurance Becomes Effective 


MADISON, Wis.—On July 1 between 
5500 and 6000 employers in Wisconsin 
became responsible for the employment 





of 435,000 industrial workers under the 
state’s unemployment insurance law in 
connection with which the employers 
have amassed a reserve fund of $11,- 
500,000 from which to pay benefits. By 
paying 2 per cent of their payroll into 
the fund, employers are adding to it 
constantly. 

Under the act, all employers of eight 
or more persons for 18 weeks out of the 
year are subject to its provisions. The 
maximum amount per employee for 
which they are liable is $15 a week for 
eight and two-third weeks or a total of 
$130 in any one year. The minimum 
benefit is $5 a week, which may, how- 
ever, continue for 13 weeks. 

Generally, the weekly benefit rate for 
complete unemployment is about 50 per 
cent of the weekly wage. The periods 
for which benefits must be paid are 
calculated as a proportion of the weeks 
of employment put in by a worker. 

Prime function of the act is to guard 
against fluctuation in employment and 
the Wisconsin program includes a. sys- 
tem of job finding under which there 
will be a waiting period before benefits 
become payable to laid off workers. 

A basic feature of the Wisconsin law, 
which was passed by the 1932 legis- 
lature, is the requirement that each 
employer build up his own unemploy- 
ment reserve fund for the protection of 
his workers only. 
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The backbone of shoe profits is 
sales to the constant multitude of 
calls for Glazed Kid — calls from 


people who'll take no substitute for 


Kid’s all-purpose economy and real 
foot comfort. Shoes of SURPASS 
KID also have the style value of 
inherent quality, of a beauty that 
comes from a firm bodied, pliable 
leather with a tight, even grain. 


When writing advertisers please mention Boot and Shoe Recorder 













BARBOUR DRESSWELT COMPLETES THE SHOE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 














The Part Windows Play 


[CONTINUED FROM PAGE 32] 


tograph of a group of ballet dancers, 
in a deep blue tone that made it most 
effective from the standpoint of at- 
tention value and general attractive- 
ness. The ballet scene tied in neatly 
with the window card slogan “On 
Your Toes,” and gave a smart, fash- 
ionable atmosphere to the window, 
which featured a group of very new 
models, including plateau and three- 
point toes. 

These are merely three illustrations 
picked at random to show the impor- 
tant part that windows play in the 
planning and successful execution of a 
special promotion. Such promotions 


are an almost indispensable part of 


modern shoe merchandising. They 
represent an intelligent and construc- 
tive effort to go out for business in- 
stead of merely waiting for it to 
come to your store. Without periodic 
promotions on special groups and 
classes of footwear it would be diffi- 
‘cult indeed for the average store to 
keep up with the pace of today’s shoe 
selling. And it’s hardly too much to 
say that good window displays are 
the making of a successful shoe pro- 
motion. 

Two timely promotions recently con- 
ducted by New York department stores 
serve as examples of the type of sales 





campaign that can be counted on to 
stimulate retail sales volume in Sum- 
mer. “Two Weeks in the Year Belong 
to You” formed the slogan for a pic- 
turesque vacation season promotion by 
B. Altman Company, in which all sorts 
of apparel and merchandise, in demand 
for vacation use, was displayed in win- 
dows and illustrated in advertising. 
The slogan served to tie the entire pro- 
motion together and dramatize the idea 
of Summer and the vacation season. 
A somewhat similar storewide pro- 
motion was staged by James Mc- 
Creery & Company at the beginning of 
July, with the slogan “Three Months 
of Summer Ahead.” The evident pur- 
pose behind the publicizing of this 
thought was to impress the public with 
the fact that the real Summer season, so 
far as use of merchandise is concerned, 
starts around July 1 and continues 
through September. This is a very 
sound and constructive truth to empha- 
size at this season, when so many 
stores, through their sale publicity, are 
unconsciously and unintentionally, per- 
haps, giving the public the idea that 
Summer merchandise is already out-of- 
date and on the bargain counter. 
Through constructive, well-thought-out 
promotions, based on sound selling ideas, 
it may be possible to stimulate business 
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more effectively than by clearance sales, 
and without demoralization of the 
price level or undue sacrifice of profits. 





Candidates for the 


Second Run 
[CONTINUED FROM PAGE 42] 


calls it? Perhaps. The prospects of 
boots going over the top look much 
brighter than they ever did before. 
As a tailored choice for the younger 
woman in rough weather, the boot has 
a promising future. As a shoe that 
will look well with the average woman’s 
fur-trimmed Winter coat, it is not so 
readily adaptable. The field here is 
necessarily limited. But every store 
should watch out for boots and play 
them for whatever livening promotion- 
al effect they can have in the Winter 
season. 

As to patterns in general, the for- 
mula is extreme high fronts with 
lowered sides to lighten the effect. It 
remains for some genius to bring out 
another “Damascus” at this point—a 
shoe so exciting that no woman can 
resist it, in whatever material it may 
be made! 


Fyfe Store Adopts 
Air Conditioning 
[CONTINUED FROM PAGE 23] 


in any desired direction. The air is re- 
turned from each floor through another 
series of ducts to the conditioning 
plant, where it is used again. This 
recirculation enables the plant to func- 
tion with maximum economy, by re- 
quiring as little reconditioning as pos- 
sible of the air supply. 

Each floor may be separately con- 
trolled for temperature, by heat-regu- 
lating devices, while the humidity con- 
tent is standardized for the entire store 
from the control room. In addition, 
any floor may be shut off from the 
general system, whenever local condi- 
tions require a change in its air con- 
ditions. 

The plant is designed to heat the 
store to a temperature of 70 deg. 
Fahrenheit, and to humidify the air, 
in Winter; while in Summer, it will 
cool the store from a 95 deg. outside 
temperature to 75 inside. In Summer, 
it will also normally be used to de- 
crease the humidity. 

The system is thus not merely air- 
cooling or Summer control, which is 
too often misnamed air-conditioning, 
but actual year-round air control, 
allowing changes to be made in both 
moisture and temperature in either 
direction as the day’s conditions re- 
quire. 

The entire system is automatically 
controlled. The required conditions are 
set by the operator, and the proper 
machinery to bring about these con- 
ditions functions automatically for the 
length of time and to the extent neces- 
sary. 








a 


——_ 


an 


ee ae. oe ee ee a a ee a 


dah 


= = oe LY = co 


3 ot 2 QM eect oy 








BOOT AND SHOE RECORDER, July 18, 1936 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, JULY 18, 1936 


NATIONAL NEWS 





Act to Avert Market Disturbance 





Tanners Council Committee of Eight Confers. With Federal Surplus 
Commodities Corporation About Drought Cattle Problem 


New York—wWith the eyes of the 
shoe and leather industry focused on 
the drought situation and its prob- 
able consequences, as they may be re- 
flected in the hide and leather market 
situation, tanners and government offi- 
cials have labored earnestly this past 
fortnight to prepare for any eventu- 
ality that may develop and to minimize 
any unfavorable effects on the market 
and price structure. 

It is impossible to determine, as this 
is written, or even to estimate with any 
degree of accuracy the ultimate effects 
of the drought on the cattle industry. 
Rain and cooler temperatures at the 
beginning of this week were reported 
to be raising hope in Montana and 
other sections in the Far West that the 
precipitation would be sufficient, if fol- 
lowed by: additional rainfall, to save 
the herds of those regions. It was im- 
possible to determine as yet, how far 
the situation could be met by transpor- 
tation of cattle to other regions where 
grass is abundant, or to what extent 
it may be necessary for the govern- 
ment to buy and slaughter cattle, in 
accordance with the plan followed in 
1934. To prepare for this last possi- 
bility, government officials were re- 
ported to be obtaining estimates from 
packing houses. 

Meanwhile, leather tanners and shoe 
manufacturers wrestled with the prob- 
lem and the Committee of Eight of 
the Tanners Council of America con- 
ferred with officials of the Federal Sur- 
plus Commodities Corporation in Wash- 
ington. At the conclusion of this con- 
ference the following official statement 
was released: 

“The Commodity Purchase Section, 
Agricultural Adjustment Administra- 
tion, has announced that schedules 
have been sent out inviting bids for 
services for purchasing, slaughtering, 
and processing cattle, in the event that 
it may become necessary to purchase 
drought cattle. 

“Up to the present time there have 
been no abnormal shipments of cattle 
to markets and to a large extent cattle 
from the drought areas are being 
shipped to feed lots in more favored 
sections. Many farmers in these sec- 
tions have indicated their desire to 
purchase these cattle. 


“Should purchase of cattle become 
necessary, it is stated that every con- 
sideration will be given to the effect of 
such purchase and slaughter on the 
hide market and it will be the policy of 
the Commodity Purchase Section to 
handle such hides as may come into 
possession of the government in such 
a manner as will not disturb market 
conditions and as will conform with the 
policy now in effect governing the sale 
of government hides now on hand. Dis- 
posal of the hides now on hand will be 
subject to such control as the best, in- 
terest of all-concerned may require.” 

The Federal Surplus Commodities 
Corporation rejected all bids for 32,932 
cattle hides listed in Catalog No. 7, bids 
for which were opened on July 8. The 
high bids were 8.06c. for No. 1 branded 
cows and light native cows and 7.06c. 
for No. 2’s; 6.76c. for No. 1 bulls, 5.76c. 
for No. 2 bulls; 13.05 for No. 1 un- 
branded calf 8 lb. down, 12.05c. for 
No. 2’s. These were all Big 4 packer 
takeoff; all bids were rejected. There 
were no bids submitted on lots 5 to 12 
inclusive covering heavy native cows, 
light native steers, light and heavy 
branded steers. 

The following bids were accepted: 
Armand Schmoll, Inc., 15.625c. for 
No. 1 unbranded calf 8-12 lb. and 
14.625c. for No. 2’s; total 4370 skins. 
H. Elkan & Co., unbranded kips 12 lb. 
and over 11.27c. for No. 1’s and 10.15c. 
for No. 2’s; branded calf all weights 
9.27c. for No. 1’s and 8.35c. for No. 2’s; 
total 11,305 skins. 

All bids for items listed in the above 
catalog were on a flat basis, according 
to specifications of the offering. 





DATES TO REMEMBER 


Pennsylvania Shoe Travelers Association, 
Tri-State Shoe Mert, William Penn 
Hotel, Pittsburgh, Pa.. .July 26, 27, 28, 1936 

Official Leather Opening and je Con- 
ference for Spring, 1937, Waldorf- 
Astoria Hotel Sept. 14, 15, 1936 

New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 

Sept. 27, 28, 29, 1936 

Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 

Nov. 5, 6, 7, 1936 





Retailers Plan Early 
Saturday Closing 


INDIANAPOLIS, IND. — Concerted ef- 
forts to effect a 6:30 P. M. closing 
hour, Saturdays, in local shoe stores 
during Summer months was made 
Tuesday night at a dinner meeting of 
the Indianapolis Shoe Retailers’ As- 
sociation, in the Hotel Washington. 

Plans for a Fall promotion week 
and adopted by-laws, prepared by a 
committee, were discussed and adopted. 
One of the objects in mind, and the 
sole purpose of the organization, is 
to stimulate an interchange of mer- 
chandising ideas and to eliminate un- 
fair competition and unethical trade 
practices. Sam Moss, Edward Bradley 
and Frank North are members of the 
promotion committee. Jack Collins, 
Howard W. Blocker and Edward J. 
Neidig have been named as the mem- 
bership committee. The association 
will meet the first Tuesday of each 
month. 


Store Employs Street Barker 


PITTSBURGH, PA.—A novel idea that 
has been producing business for its 
store is the employment of a barker in 
front of Jaison’s Shoe Store on 330 
Fifth Avenue. Located in the down- 
town district and almost next door to 
the Warner Theater where a movie 
usher continually announces the fact 
that there is immediate seating space 
available on the main floor, the shoe 
store barker shouts “Going in for im- 
mediate service on the main floor. 
Ladies’ shoe sale now going on.” It at- 
tracts unusual attention from passers- 
by who take the theater announcers’ 


‘gab as a matter of course. 


Edison Sales Up 22 Per Cent 


St. Lovis—With a gain of 22.41 per 
cent in dollar sales in June, over the 
corresponding month last year, Edison 
Brothers Stores, Inc., report six months 
volume of $9,342,967.49, or an increase 
of 21.11 per cent over the correspond- 
ing period of 1935. 

The company has 95 stores in opera- 
tion, as against 88 last year, or a gain 
of 7.95 per cent, 

June sales amounted to $1,725,187.69 
against $1,409,817.52 for the same 
month of last year. 
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Cancellation Shoe Shops Must Quit 


[CONTINUED FROM PAGE 34] 


A special committee to investigate 
cancellation shops was appointed as 
follows: John R. Laycock, chairman; 
Carl Lazon, Arthur A. Livers, Joseph 
Michaels, Morris Miller. Their first 
bulletin has these significant para- 
graphs: 

“It was suggested that we enlist the 
active interests of our whole member- 
ship in the purpose of the Council to 
rid the industry of the alleged cancel- 
lation shop ‘racket,’ and it is hoped 
you will be responsive. Mr. Reidy 
brought us the assurance that the 
facilities of the Better Business Bu- 
reau are at the command of the 
Council, as we would report an un- 
scrupulous ‘cancellation shop’ operator 
involving the use of your firm name or 
that of any other you may learn of. 

“The Council is anxious to have 
additional indictments brought about 
and we are quite confident there will 
be, as more of us become alert about 
the increasing number of these shops 
that prey on the reputation of branded 
lines and high grade retail establish- 
ments. 

“The cooperation of newspapers to 
publicize it certainly is a powerful 
weapon of attack as the ‘racket’ is ex- 
posed to the consumer public. News 
stories of a few more indictments in 
the daily papers will entirely wipe out 
the racket as the reading public be- 
comes acquainted with its working and 
the operators of cancellation shops ac- 
quainted with the activities of the Dis- 
trict Attorney’s Office. 

“It is fortunate for the public inter- 
est that we have the aggressiveness 
and determination of Assistant Dis- 
trict Attorney J. J. Wilson, in the 


drive to clean out the unscrupulous in 
retailing shoes.” 

The laws in the case, are as follows: 

From Penal Code, State of New 
York— 

Section 2354, Sub-Division 3, of the 
Penal Law, State of New York, reads 
in part: A person who knowingly sells, 
or keeps, or offers for sale an article 
of merchandise to which is affixed a 
false or counterfeit trade mark, or the 
genuine trade mark, or imitation of 
the trade mark of another, without 
latter’s consent... is guilty of a 
misdemeanor and punishable for the 
first offense by a fine not less than 
$50.00, nor more than $500.00, or im- 
prisonment for not more than one year, 
or both. 

Section 2352. Imitation of Trade 
Mark Defitied. An imitation of a trade 
mark is that which so far resembles a 
trade mark as to be likely to induce 
the belief that it is genuine whether 
by the use of word or letters, similar 
in appearance or in sound, or by any 
sign, device, or other means whatso- 
ever. Derivation—Penal Code, Section 
868, as amended L. 1882, Ch. 384. 

Section 2351. Affixing Defined. A 
trade mark is deemed to be affixed to 
an article of merchandise which is 
placed in any manner upon: (1) The 
article itself; or (2) a box, bale, bar- 
rel, bottle, case, cask, or other vessels, 
or package or a cover, wrapper, stop- 
per, brand, label, or other thing in, 
by or with which the goods are packed, 
enclosed, or otherwise prepared for 
sale or distribution. Derivation—Penal 
Code, Section 367, as amended L. 1882, 
Ch. 384; L. 1904. Ch. 492. 

CODE OF ORDINANCES OF THE 
CITY OF NEW YORK, as amended 
in 1934 

Chapter 27. 1.—Advertisements: 
False and Misleading— 

Any person, who with intent to sell 











or in anywise dispose of merchandise, 
securities, services or anything offered 
directly or indirectly, by such person 
to the public for sale or distribution, 
or with the intent to increase the con- 
sumption thereof, or induce the public 
in any manner to enter into any obli- 
gation relating thereto, or to acquire 
the title thereto or any interest therein, 
makes, publishes, disseminates, circu- 
lates or places before the public, or 
causes directly or indirectly to be 
made, published, disseminated, circu- 
lated or placed before the public in 
any newspaper or other publication, 
sold or offered for sale upon any street 
or public place, or in any hand bill or 
advertisement posted upon any street 
or public place, or on any placard, ad- 
vertisement or hand bill exhibited or 
carried in any street or public place, 
or on any banner or sign flying across 
the street or from any house, an ad- 
vertisement of any sort regarding 
merchandise, securities, service or any- 
thing so offered to the public, which 
advertisement contains any assertion, 
representation or statement which is 
untrue, deceptive or misleading, shall 
be punished by a fine of not less than 
$25, nor more than $250, or by im- 
prisonment of not less than five days 
nor more than six months, or by both 
such fine and imprisonment. 





Nichols New Berland Manager 


Des Motnes, Iowa—C. M. Nichols, 
formerly assistant manager of the Ber- 
land Shoe Store in Omaha, Neb., has 
been made manager of the Berland 
Shoe Store here at 716 Walnut Street. 
Mr. Nichols has had ten years’ experi- 
ence in retail shoe merchandising, the 
past three years with the Berland store 
in Omaha and previous to that in Lin- 
coln, Neb. 

The Berland Shoe Store handles 
women’s shoes exclusively. 
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Hub Men's Shop Modernized 


AOR 


A section of the remodeled men's shoe shop at the Hub which recently underwent a com- 
plete metamorphosis with the installation of a complete new modernistic layout. 


BALTIMORE, Mp. — The men’s shoe 
shop, at The Hub, prominent Baltimore 
department store, Charles & Baltimore 
Sts., has been completely remodeled and 
rearranged in a modernistic manner. 
The metamorphosis has been so com- 
plete that any one viewing the depart- 
ment a few days before the remodeling 
got under way and completed, would 
never be able to recognize it or as- 
sociate the new with the old. 

First of all new and larger shelv- 
ing arrangements have been effected 
with a border on the top punctuated 
with oval spaces for displaying fea- 
tured styles. This replaces the shelv- 
ing that had been in use for a great 
many years. Customers chairs, which 
have seen service for more than a quar- 
ter of a century, have been replaced 
with the modern chromium deep-cush- 


ioned individual chairs which permit 
customers to relax when being fitted in 
footwear. Thirty-six of these have been 
installed and are arranged in an ef- 
fective manner throughout the depart- 
ment. New deep-tufted floor covering 
has replaced the former type of floor 
covering. These and the other changes 
effected, have created a distinctive at- 
mosphere that is more readily associ- 
ated with women’s shoe shops rather 
than men’s. Without any thought of 
exaggeration, the men’s shoe shop at 
The Hub, is one of the best and most 
attractive to be found among the re- 
tail establishments in Baltimore. 
William C. Kenney, buyer for men’s 
shoe activities at The Hub, is responsi- 
ble for the new men’s shoe shop at this 
store. Since its modernization, accord- 
ing to Mr. Kenney, an improvement in 
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the men’s shoe business has been noted 
and furthermore a better clientele has 
been numbered among its patrons. 

A Summer touch has been given by 
a seasonal well-arranged counter dis- 
play of sports shoes and a glass display 
arrangement featuring a life-like like- 
ness of Walter Hagen, well known golf 
artist. All in all the new men’s shoe 
shop at The Hub is a credit not only to 
the store itself but to the men’s shoe 
business of Baltimore. 

The men’s shoe shop at The Hub 
supervised by Mr. Kenney, is located on 
the third floor, adjoining the large 
men’s clothing and sports shops and is 
known as the Bostonian shoe shop of 
the store, since Bostonian shoes are 
featured almost exclusively. 


Observes 82nd Anniversary 


Fonp pu Lac, Wis.—In connection 
with Fond du Lac’s Centennial Home- 
coming celebration, June 28 to July 5, 
M. Fitzsimons & Sons Co. observed its 
82nd anniversary in the retail shoe 
business. Founded in 1854 by Maurice 
Fitzsimons and his son, Michael, the 
store continues to feature nationally 
advertised manufacturers’ lines. Over 
50 years ago Maurice Fitzsimons, the 
present owner, bought the ‘first Walk- 
Over shoes for men and women from 
Carey Keith, who, with his brother, 
George E. Keith, originated Walk-Over 
shoes. In the same year Selby shoes 
and Daniel Green footwear were added 
to their line. In 1893 the Florsheim 
agency was established. The store also 
handles Peacock, Friendly Fives, For- 
tune, Pied Pipers, Sky-Riders and 
Teeples, Ideals, Stacy-Adams, E. T. 
Wright, Arch Preserver and Rhythm- 
Step shoes. Today there are nine per- 
sons employed in the store of whom 
Thomas E. Sullivan, Lawrence Calvey, 
Herbert M. Glaser and Anthony Freund 
have been associated with the business 
for more than 22 years. 





“Sorted by Fibre” 
CUT SOLES and SOLE LEATHER 





Inventories 


And how? One sure answer: Ship by 
Railway Express. With this fast, de- 
pendable service at your elbow, you 
can keep retail stocks strictly up-to- 
the-minute, but held down sometimes 
to almost daily needs. In many locali- 
ties Railway Express can make deliv- 
eries overnight, and with Air Express 
at your call—2500 miles overnight — 
you can astonish your most distant 
customers tomorrow with the newest 
shoe styles of today. © Modern mer- 
chandising in a big way —and made 
possible only by Railway Express. 
For we're nation-wide, and move fast 
and sure. Pick-up by motor truck on 
phone call, forwarding at passenger 
train speed, delivery prompt and 
quick. There's no delay, no side-track- 
ing, and to make sureness doubly 
sure, Railway Express gives a receipt, 
signed, on pick-up, and takes one, 
signed by the consignee on delivery, 
proving arrival safe and in good con- 
dition. © For this dependable, busi- 
ness-like service, phone the nearest 
Railway Express office. 


RAILWAY 
EXPRESS 


AGENCY, INC. 






LOW! 


NATION-WIDE RAIL-AIR SERVICE 
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Off to Vacationland 


T HE travel urge, and its call for a repertoire of smart 
and diversified shoes to suit the special type of vacation, 
was graphically illustrated in a Seattle window display 
composed entirely of footwear that goes a-journeying to 
mountain or seaside in the Summer. 

Travel shoes, or to use the vernacular, “footwear that 
goes places,” were grouped most strikingly by Harry 
Perkins in his stunning set-up that contacts passersby 
on exclusive Fifth Avenue. As they wistfully gave it the 
once over, it gave them new vacation thoughts at this 
season. 

Before the cosmopolite departs for vacation land, she 
is shown the newest styles that flatter feet, footwear that 
will charm and make conquests for milady at parties 
in Summer resorts, or that may be used by her for 
many other purposes while enjoying mid-Summer holi- 
days. Thoughts of resorts and distant playlands are 
crystallized into thoughts of shoes at the Perkins store. 

Mr. Perkins has arranged as a centerpiece of the 
travel display a special shoe traveling case, or smart 
piece of luggage that contains pigeonholes of just the 
right dimensions to fit the footwear of the Summer 
Cinderella. An extensive collection of shoes for every 
purpose, no matter the type of holiday to be enjoyed 
away from the city, can be placed in the separate com- 
partments of this carrying case. 

Suggestive of sales, as well as suggestive of smart 
diversification and the convenient transportation of 
many different types of shoes, in a smart and complete 
shoe wardrobe for a vacation either at home or abroad, 
was the special Fifth Avenue window that gave concrete 
expression to real needs in Summer travel. 

Too often the vacationer is handicapped, or her free- 
dom or choice of recreation circumscribed by failure 
to bring along just the right type of shoes. 

As Ben Franklin so sagely expressed it, “For Want 
of a Shoe, the Horse Was Lost.” And many a vaca- 
tioner has fared no better—with the vacation all washed 


up for failure to take footwear “that could take it,” into. 


Vacationland. 


Cut the Endless Chain 


[CONTINUED FROM PAGE 26] 


sequences of the relatively few shoes that they put 
into the bag of the job-lot peddler. But those odds 
and ends may come back to haunt the merchant for 
there may be cancellation shops in his own com- 
munity selling his own shoes, and the shoes of many 
other merchants, at prices that he himself has made 
possible. 

Isn’t it about time that the shoe industry thought 
this thing through to its “cancellation shop” con- 
clusions? , 
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N. H. Production on Increase 


MANCHESTER, N. H.—New Hamp- 
shire continues to make strides in the 
production of shoes. In a majority of 
the plants cpttings are under way on 
Fall and Winter lines while in other 
shops rush operations prevail to fill 
Summer demands. 

The Biltmore Shoe Company, which 
has decided to transfer from New York 
to space in the F. M. Hoyt factory at 
Silver and Lincoln Streets, expects to 
start operations by mid-July or soon 
afterwards. 

The new local concern produces high- 
grade novelty women’s shoes. An out- 
put of 1000 pairs a day is contemplated 
at the start. 

Recent intimations by an official of 
the Louis H. Salvage Shoe Company, 
Inc., of Cypress Street, that increasing 
business presented a problem which 
might necessitate additional floor space 
were confirmed by the company’s action 
in taking over a section of the former 
Cohas factory on South Willow Street. 

Under the new arrangements produc- 
tion of high-grade women’s shoes will 
be stepped up from 4000 to 5000 pairs 
a day. 

The Queen City Shoe Company, which 
has made rapid strides since locating 
here more than a year ago, is another 
local concern forced to give thought to 
larger quarters to meet increased busi- 
ness. Officials are said to be consider- 
ing taking additional floor space in the 
Maple Street factory. 

The International Shoe Company is 
reported considering the establishment 
of a branch plant in Henniker where 
shoe workers are said to be available 
through the liquidation several weeks 
ago of the W. Thomas Shoe Company. 
The larger firm has been accepting ap- 
plications for employment in Henniker, 
the final decision pending, it is under- 
stood, on the response. 

Operations are under way by the 
Chelmsford Shoe Company in the for- 
mer Woodbury factory in Derry, more 
recently used by the Nutfield Shoe Com- 
pany. The firm, producing women’s 
McKay shoes with employment for 350 
to 400, transferred from Lowell. 

Louis B. Gallant heads the new Derry 
firm in association with Louis Apteker, 
formerly of Manchester and Haverhill, 
who has charge of sales. Sam Rosen- 
berg is factory superintendent and the 
cutting department is supervised by 
George Sinicle, former Manchester and 
Haverhill man. 

New orders at the Morse and Molloy 
factory on West Hancock Street, where 
cutting is going forward on Fall shoes, 
consist of a wide variety of leathers, 
including many suede shoes and some 
genuine reptiles. 

Production of Summer shoes is re- 
ported still on at the Newmarket Shoe 
Company’s plant in Newmarket and at 
the Adams Brothers’ shop in Pittsfield. 
All-over tan calf shoes and two-tone 
shades of dark and light tans are in 
demand at the latter factory. 

Max Horn, former partner of M. J. 


BARBOUR DRESSWELT 
ADDS STYLE APPEAL 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 











Clough in Lynn, is with the Conway 
Shoe Company in Keene. Everett Lally, 
formerly of Mitchell, Caunt Company 
of Lynn, is with the Granite State Shoe 
Company, Portsmouth. 

Officials of the Bell Brothers shop at 
Wolfeboro anticipate a large run on 
women’s McKay shoes. 

Orders for more than 1500 cases of 
Fall shoes as reported at the Joseph 
Freeman Shoe Company in Somers- 
worth. Additional clocking machines 
have been reported installed in the cut- 
ting room of the Somersworth Shoe 
Company’s plant with a view to speed- 
ing production. 

A banner run is looked for at the 
R. B. Ireland Shoe Company in Dover 
where production of comfort shoes are 
a specialty. Black kids continue in de- 
mand it is said. 


Blues and Grays Show Action 


SAN JOSE, CALIF. — “We have no 
trouble with grays when we can have 
a flat steel gray,” said Chester Herold 
in discussing the Fall style buying 
program. “San Francisco and other 
cities sell a much darker shade of gray 
than we do, so a good neutral shade, 
with no other shades in it, will be 
good with us. This Fall we are buying 
cur shoes somewhat different than we 
have been in former seasons. We will 
buy our best selling pattern in a black, 


‘a brown, a blue and a gray. 


“The next best in a black and brown, 


then two more in all black. This will 
give us four blacks, two browns, one 
blue and one gray. That is the way in 
which we figure the shoes will sell, 
although all indications point to a good 
season on smart blues in the better 
grades which in a way may upset the 
blue proportions as first outlined.” 


New Shoe Findings Concern 


BALTIMORE, Mp.—The Lorraine Shoe 
Findings Manufacturing Company, 
Inc., 712 East Baltimore Street, this 
city, has been chartered and incor- 
porated to deal in shoe findings, polish 
cloths and kindred lines. Capitaliza- 
tion is placed at $32,000, consisting 
of a total of 950 shares of stock, of 
which 250, each having a par value 
of $100, are preferred, and the re- 
maining 700 shares, each with a par 
value of $10, are common. The pre- 
ferred valuation amounts to $25,000, 
and the common, $7,000. The princi- 
pals and incorporators are Arthur 
Merican; Donald W. Pfontz and Helen 
E. Romm. 


Mac Johns With K-D 


INDIANAPOLIS, IND.—Mac Johns, for- 
merly with the Krippendorf-Ditmann 
Shoe Co., Cincinnati, Ohio, will repre- 
sent Altman & Weiner, Cincinnati, 
Ohio, in Indiana, Illinois and Michigan. 
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St. Louis Shoes 
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ST. LOUIS 
BRANDED SHOES 


Cancellations, Jobs and 
Samples 
Men’s — Women’s — Children’s 
CURRENT STYLES FROM TOP 
GRADE ST. LOUIS FACTORIES 
AT A PRICE 
See us for your special 
promotions 
“While in town see Weil” 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 
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VAUGHAN TOWLE CO. 


A division of L. B. Evans’ Son Co. 
WAKEFIELD MASS. 
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John H. Huebener 


LOUISVILLE, Ky.—John H. Huebener, 
72, died at 8 p. m. July 10 at his home 
at Shively. A retired shoe merchant, 
Mr. Huebener is survived by his wife, 
Mrs. Katherine Renken Huebener, and 
two sisters, Mrs. Henry Eickholtz, 
Charlestown, Ind., and Sister M. Ade- 
laide, Beverly, N. J. Funeral] services 
were held at the residence at 8.45 
a. m., Monday, July 13, and at 9 a. m. 
at St. Helen’s Church, with burial in 
St. Michael’s Cemetery. 


Obituary 


George Benzinger 


BuFFALO, N. Y.—George Benzinger, 
76, former widely known shoe retailer, 
died June 30, at his home in nearby 
Lancaster. Mr. Benzinger was born in 
Yonkers, N. Y., but spent the greater 
part of his life in Buffalo, He ran a 
retail shoe store on Chippewa Street 
for more than 30 years and retired 
three years ago on account of ill health. 
He was a life member of Hornell Lodge, 
1.0.0.F., and had the distinction of 
being one of the oldest Odd Fellows in 
New York State, having taken a promi- 
nent part in this order for more than 
50 years. He also was a member of 
Elks Lodge, No. 41, of Lockport. He 
is survived by a widow, one son, two 
sisters and a brother. 





Francis A. Farrell 


PITTSFIELD, Mass.—Francis A. Far- 
rell, 63, veteran shoe merchant, died 
July 6 at St. Luke’s Hospital, after an 
illness of three weeks. Death was at- 
tributed to a complication of diseases. 

Mr. Farrell, who was one of the 
oldest merchants on North Street, was 
born in Hinsdale, Jan. 28, 1872. The 
family moved to Pittsfield when he was 
a young boy. In 1906 Mr. Farrell en- 
tered the shoe business with William 
A. Fahey, under the firm name of 
Fahey & Farrell. After 16 years, in 
1921, the firm dissolved, and Mr. Far- 
rell continued by himself. From then 
the business has been carried on as the 
F. A. Farrell & Company. In 1924, 
Mr. Farrell’s son, John, became asso- 
ciated in the business. 

He was active in politics and served 
three terms as a member of the School 
Committee. He was first elected in 
1905. He also served from 1918 
through 1925. Mr. Farrell was a mem- 
ber of the Old Guard of the Father 
Mathew Society and served as its trea- 
surer for the past eight years. 

The survivors are his son, John F. 
Farrell, two brothers, John Farrell of 
Newark, N. J., and Dr. Joseph W. Far- 
rell of this city, one sister, Mrs. Tim- 
othy J. Collins of Holyoke, and two 
grandchildren. 


Samuel Cohen 

BALTIMORE, Mp.—Samuel Cohen, re- 
tired wholesale shoe merchant, who 
for more than a half century before 
his retirement was prominently iden- 
tified with the wholesale shoe business 
of the Baltimore market, died in the 
Stamford Hospital, Stamford, Conn., 
shortly after he was stricken with a 
heart attack on a train bound for New 
Milford, Conn., recently. 

Mr. Cohen, who was 83 years old, 
made his home at 2124 Bolton Street, 
here. He left Baltimore with his 
14-year-old granddaughter to visit his 
daughter at New Milford, Conn. Rela- 
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PRE-WELTS 
ROCHESTER 





MADE 


STYLE 553 






A quality line of children's shoes 
that can build a profitable business 
for every merchant in America. 


IN-STOCK 


STYLE 553—TAN ELK—SIZES 2 TO & 
STYLE 554—WHITE ELK—SIZES 2 TO 8 


FOLDED EDGE 
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Shoe Cleaner 
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Do your own white buck shoes 
Look "PLASTERED" 
SHINY and HARSH? 

Write for a sample of 
SHU-PRIM 
NAPSKIN 


and see why the demand for this perfect genuine 
buck cleaner has grown so fast. It keeps buck shoes 
looking soft, new and fresh. 











Get acquainted also with the famous SHU-PRIM 
specials for Nubuck, Steerbuck, Bucko an nora 
Chamois, Multi-colored Suedes, Patent 

Elks, Palm Beach cloths, etc., all Fall wll Winter 
shoe dressings. 


Three dozen trial order, 
your own assortment of 25 
cent retailers, for $1.50 
per dozen. Samples of our 
world-known genuine Sil- 
ver and Gold restorer in- 
cluded. 


SIGNAL © 
CHEMICAL CO. 
791 Tremont St., Boston 
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tives said he appeared in good health 
when he left his home here. 

Mr. Cohen became associated with 
the wholesale shoe business at an early 


date, later becoming a partner in the 


* Cohen, Adler Shoe Company, from 


which he retired about ten years ago 
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after being in business for fifty-two 
years. 

He is survived by two daughters, 
Mrs. Paul Mansell and Mrs. Hortense 
Lehman, and three sons, Ellsworth, 
Herbert and Gerson Cohen. 

Ellsworth S. Cohen, one of the three 
sons of Samuel Cohen, also is engaged 
in the wholesale shoe business of this 
market. He is continuing the business 
formerly headed by his father, namely, 


the Cohen, Adler Shoe Co., trading as. 


Ellsworth S. Cohen, Successor to the 
Cohen, Adler Shoe Co. 

The body of Samuel Cohen was 
brought to Baltimore for burial, with 
funeral services at his home, and 
interment in Oheb Shalem Cemetery. 


Frank A. Olding 


CINCINNATI, OHI0O—Frank A. Old- 
ing, Northern Ohio and _ Southern 
Michigan traveling representative for 
the Charles Meis Shoe Company, this 
city, was killed July 7 when the auto- 
mobile he was driving ran off the road 
and overturned at Ionia, Mich. Mr. 
Olding was on a business trip for 
his company and was going from 
Grand Ledge to Ionia, Mich., when 
the accident occurred. Mr. Olding, who 
was 49 years old, was a resident of 
Erlanger, Ky., and had been con- 
nected with the shoe company for 30 
years. He is survived by his widow 
and seven children. 
brought to his home for burial. 


William Schwalbe 


BuFFALo, N. Y.—William Schwalbe, 
52 years of age, prominent in the retail 
shoe business of this city for more than 
20 years, died July 3, at his home, 1290 
Delaware Avenue. Mr. Schwalbe was 
born in New York City. He first opened 
a shoe store in this city at 13% Swan 
Street where he prospered. Mr. 
Schwalbe was a charter member of Gar- 
field Lodge, 889, F & A M., New York 
City, and a member of the First Church 
of Christ in Buffalo. He is survived by 
a widow, three brothers and one sister. 
He was one of the leaders in the correct 
method of fitting surgical shoes and 
shoes for various deformities. 


J. E. Pirkle 


ATLANTA, GA.—Funeral services for 
J. E. Pirkle, representative of the In- 
ternational Shoe Company of St. Louis, 
were held on Thursday afternoon, July 
2, from the Oakhurst Baptist Church, 
of which he was a deacon. Mr. Pirkle, 
who had been with the International 
Shoe Company for 15 years, traveling 
the South for most of that time, was 
drowned in Lake Juniper, near Colum- 
bus, Ga., on July 1, while on his vaca- 
tion. He dived into the water and failed 
to come up. 


Milton Edighoffer 


Newayoo, MicH.—Milton Edighoffer, 
51, proprietor of the Oscar Carlson 





The body was 


From the line of 


STETSON SHOE CO., INC. 


BARBOUR DRESSWELT RESISTS WATER 
BARBOUR WELTING COMPANY, BROCKTON, MASS. 








Shoe Store here, died suddenly July 3 
after being stricken with a heart at- 
tack while in his store. He had oper- 
ated a shoe store in Yale, Mich., for the 
past 27 years, only recently moving to 
Newaygo. He was a member of the 
Yale F. & A. M. and the Lexington 
commandery. Surviving is his wife, a 
son, one daughter, his mother, seven 
brothers, and two sisters. 


J. B. Milligan 


MILWAUKEE, WIS.—Funeral services 
were held July 2 in Chicago for J. B. 
Milligan, superintendent of the Manis- 
tee Shoe Co., Manistee, Mich., who died 
in that city June 29. Mr. Milligan was 
formerly superintendent of the Weyen- 
berg Shoe Co. plant here and had been 
in the shoe business for 40 years. He 
is survived by his wife, Jenny; a son, 
J. G. Milligan, Milwaukee, and a daugh- 


ter, Mrs. Ewert Brown, Chicago. 


William K. Pickett 


MEMPHIS, TENN.—William K. Pick- 
ett, for 33 years a representative of 
the International Shoe Co. of St. Louis 
in the Memphis district, died Saturday, 
June 27, at the Methodist Hospital here, 
at the age of 71. He had resided in 
Memphis for 40 years. He is survived 
by his wife, Mrs, Lottie Pickett, a 
brother and two sisters. 


Shubel Company To 


Be Reorganized 


LANSING, MicH.— A reorganization 
of the Shubel company, operators of 
one of Lansing’s oldest shoe stores, will 
be effected in the near future, accord- 
ing to Miss Franc I. Dunnigan, who 
served as temporary receiver following 
dissolution of the company on May 25. 
Dissolution steps were taken because 
of the prolonged illness of J. M. Met- 
calfe, former owner of the store. 

The Metcalfe interests have been as- 
signed and Miss Dunnigan said that a 
reorganization of the company will be 
effected as soon as possible. 

Miss Dunnigan has been associated 
with the store for the past eight years 
in a managerial capacity and will con- 
tinue with the new organization in a 
similar position. 


Roy Scarborough Transferred 


MIAMI, FLA.—Roy Scarborough has 
been transferred from the budget shoe 
department in Burdine’s and placed in 
charge of the regular department. He 
came to Burdine’s several months ago 
from Cowen’s Shoe Store, Miami, where 
he had served as manager for a number 
of years. 

A remodeling program is under way 
in the shoe department at Burdine’s 
which will considerably enlarge the de- 
partment space. 
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Children's Footwear 
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“PLA-SHU” 
Inexpensive All Leather 


Made on new UCO peoeass, no staples. Made over 
BROUWER’S Research Last £8. 
In- mt 
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MONDL MFG.CO. - - - Oshkosh, Wis. 

















MRS. DAY’S IDEAL BABY SHOES 


Flexible Hard Soles. 2-8 
ome fer, J Sone 


MRS. Day's TOEAL BABY 
Leeust St. Danvers, Mass. 

















Men's Shoes 
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“HIGHEST GRADE ONLY" 
ST WEYMOUTH, MASS., U.S.A. 











P. W. Crawford Injured 


in Auto Crash 


Dayton, On10 — Paul W. Crawford, 
45, president of the Crawford Shoe 
Company, 44 West Second Street, and 
his son, W. R. Crawford, 16, suffered 
severe head injuries on the night of 
July 8, when their automobile collided 
with another car driven by a man who 
was arrested and charged with driving 
while intoxicated. Chester Conover, of 
Piqua, another passenger in the Craw- 
ford car, also sustained head injuries, 
and all three were taken to the Stouder 
hospital in Troy, near where the ac- 
cident happened. Mr. Conover was the 
most severely injured. Mr. Crawford 
is vice-president of the Dayton Retail 
Shoe Dealers Association and is active 
in the state organization. 

The drunken driver’s car was on the 
wrong side of the road when the crash 
occurred. 


Heads Philadelphia Shoe Club 


PHILADELPHIA, Pa.—At a recent din- 
ner meeting, held in celebration of their 
first anniversary, the members of the 


Philadelphia Shoe Club elected Howard © 


M. Alexander, president of the Alex- 
ander Rubber Company, as their presi- 
dent for the club’s second year. 





HOWARD M. ALEXANDER 


The Philadelphia Shoe Club was 
organized June 19, 1935, for mutual 
protection and cooperation, chiefly in 
the wholesale shoe field in and around 
Philadelphia. Retail merchants have 
been greatly aided by this club since 
its inception and the club has planned 
a comprehensive program for its second 
year. 


Nunn-Bush Wage Plan 
To Be Permanent 


MILWAUKEE, WIS.—With the passing 
on July 3 of the first anniversary of 
the annual wage plan, both manage- 
ment and employees of the Nunn-Bush 
Shoe Co. here, pronounced it so suc- 
cessful that hereafter it will be con- 
sidered permanent 

Following the principle set forth by 
President Henry L. Nunn that the 
worker is entitled to a share of profits 
on every shoe he turns, the contract 
provides that a fixed percentage of 
gross income be set aside as the em- 
ployee’s share. 

In the company treasury is about 
$19,500 earmarked for the employees, 
being the difference between the per- 
centage due them and the aggregate 
payroll for the first half of 1936. This 
will be used to finance vacations for 
the entire personnel during July and 
August, Arthur G. Becker, shop union 
business agent, has announced. 

During the last 12 months the com- 
pany has operated without loss of a 
day, barring holidays and vacations; 
with only eight hours overtime; with- 
out discharging anyone; with the loss 
of only 23 employees, including 15 girls 
who married. 
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There’s Your Market For 
Callus Cushions! 


Wren the toes are up the 
metatarsal arch is down! 

JOHNSON CALLUS CUSH- 
IONS, the adjustable metatarsal 
pads, force the toes down into 
a normal gripping action in 
the shoes, strengthen the foot 
structure and bring genuine 
comfort. 

Notice how customers walk 
when they enter your store! 
Notice their turned-up toes! 
Sell them JOHNSON CALLUS 
CUSHIONS! 

Ask your jobber or write 
direct for prices and details. 








JOHNSON PRODUCTS, INC. 
1145 E. 22nd St. Indianapolis, Ind. 








The average yearly income of Nunn- 
Bush employees, half of whom are 
girls, is $1,199, or $23.06 a week. In- 
come of Nunn-Bush employees has 
gone up nearly 20 per cent over the 
previous 12 months, the president said. 





Army Footwear Contracts 


Awarded 


Boston, Mass.—Contracts for CCC 
shoes and boots were awarded by Bos- 
ton quartermaster’s depot as follows: 
Joseph M. Herman Shoe Co. of Millis, 
28,288 pairs of army shoes at $2.58 a 
pair and 2376 pairs of logger boots at 
$3.89 a pair; Chippewa Shoe Manufac- 
turing Co. of Chippewa Falls, Wis., 
20,000 service shoes at $2.40 a pair; 
United States Rubber Co., Naugatuck, 
Conn., 1800 knee rubber boots at $1.94; 
Hood Rubber Co., Watertown, 700 pairs 
knee rubber boots at $1.99; Philips- 
Baker Rubber Co., Providence, R. I., 
960 pairs hip rubber boots at $3.19; 
Tyer Rubber Co., Andover, 540 pairs 
of hip rubber boots at $3.19; Goodyear 
Rubber Co., Middletown, Conn., 780 
pair hip rubber boots at $3.19; Hood 
Rubber Co., 2600 pair hip rubber boots 
at $3.27; Endicott-Johnson Corp., En- 
dicott, N. Y., 650 pair hip rubber boots 
at $3.28; Converse Rubber Co., Malden, 
700 pair hip rubber boots at $3.29; 
United States Rubber Co., 7770 pair hip 
rubber boots at $3.33. 
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Keeping Up with Consumers 


tention and for whom social policies 
will increasingly develop. 

Now what does this mean from our 
point of view as distributors? Per- 
sonally, I think that we have before 
us a great opportunity if we can only 
show the intelligence and flexibility to 
take advantage of it. It is indeed a 
fundamental challenge which we face. 
Our very place in the economy of the 
nation gives us a strategic position, 
standing as we do between the pro- 
ducer and the consumer. It is our duty 
not only to market the goods and 
services created by producers, but also 
—and, in fact, this may be our major 
responsibility in years to come—to act 
as the sensitive instrument for the 
great mass of consumers as they evolve 
to their new position of status and 
security; and not only to sense what 
their wants are but to guide them in 
shaping their wants, and to convey to 
the producer what these wants are. 

Both because of government action 
and policies of management, our new- 
ly developing social era with increased 
incomes and more leisure, will create 
for us a great mass of consumers, re- 
leased from constant fear of insecur- 
ity, with enlarged purchasing power, 
and therefore with enlarged wants and 
demands. What sort of consumers 
will they be and what should we keep 
in mind as their characteristics in our 
job of sales promotion? 


To Fill Unsatisfied Wants 


It seems to me in the first place that 
they will want many things which 
they have so far denied themselves. 
They will want to live in better homes 
and make these homes more attrac- 
tive with new furnishings and deco- 
rations. They will want to lighten 
the burdens of wives and daughters 
with labor saving equipment such as 
washing machines, mangles, electric 
irons, vacuum cleaners and the many 
other devices for doing the work which 
our mothers had to do with such fa- 
tigue and exhaustion a generation ago. 
They will want a car and they will 
want to turn it in before it is in 
danger of falling to pieces. With in- 
creased leisure they will want to drive 
with wives and children to parks and 
resorts. The children and young peo- 
ple will want to participate in pre- 
vailing sports, in tennis, in bowling, 
swimming, skiing, skating and so on. 

In the second place, these new con- 
sumers, as has always been true of 
the human race, will be fashion and 
style conscious; and, all the more be- 
cause they will be metropolitan- 
minded. They may not live in the 
heart of the city. In fact, they will 
probably live in a suburb, but they will 
be part of the cultural center which 
makes up the metropolitan area. In- 


[CONTINUED FROM PAGE 36] 


deed, the whole drift of the present 
century has been metropolitan-wards 
in every part of the country. We 
shall probably see an increasing de- 
velopment of what is called satellite 
cities, communities that are built on 
the periphery of the large city which 
have a great degree of self-contained 
community life, but which at the same 
time participate in the larger cultural 
life of the city. The movie and the 
radio will help in the process of de- 
centralization within the metropolitan 
area, so that the amusements may be 
secured without going to the large 
city except for those which can 
take place only in the large city like 
drama, symphonic music and opera. 
Being part of a metropolitan civiliza- 
tion wives and daughters and sisters 
will be fashion and style conscious. 
And, indeed even those who will con- 
tinue to live in rural areas will have 
the latest style and fashion brought 
tu them by the movie, women’s page, 
and radio, and soon television! 

The phenomenon of fashion and ob- 
solescence which has been going on at 
so rapid arate during the present 
century will no doubt increase. With 
a higher standard of living, with in- 
creased purchasing power, with the 
achievement of status on the part of 
the large mass of people who have 
thus far felt underprivileged, there 
can be no question in my mind but 
that the women folk in this group will 
act, as women folk always have acted 
before—namely, they - will wish to 
make themselves beautiful and al- 
luring according to the styles and 
fashions of the times. 

In the third place, the increasing 
leisure which the shorter work week 
has already become an accepted fact 
in our country will offer a golden op- 
portunity to exploit not only the use 
of automobiles and travel but also 
the wider practice of sports by all 
classes of our nation. Witness the 
remarkable spread of skiing during the 
past winter. Here is a field which 
merchandisers have hardly begun to 
tap. 


Larger Use of Credit 


In the fourth place, I also see a 
much larger use of installment credit 
for this large group of new consum- 
ers. With rates of interest at a rea- 
sonable level, with easy terms in pay- 
ment of debts, the housewife of 
tomorrow will not feel that she should 
deny herself until she has enough 
money to pay cash, either a useful 
device in her kitchen, a new piece of 
furniture or a garment which will 
make her feel at ease in her social 
relationships. She will rather buy 
these things on a budget plan and 
use them while she pays for them. 


In the fifth place, our new consum- 
ers will live in a technological age 
with new inventions pouring forth at 
a steady and even ever-increasing rate. 
All over the country scientists are 
working away in laboratories to ap- 
ply electricity, sound, chemistry to 
the creation of new commodities. The 
use of sound, I am told, is only in the 
first stage of its development, and 
the day is not far off when it will 
become one of the major directing 
agents in the world. I am even told 
that some day the Queen Mary may 
be steered across the ocean by means 
of sound. Be that as it may, the his- 
tory of inventions is convincing proof 
that the curve moves upward at an 
accelerated rate. It is the job of re- 
tailing to keep abreast, not only of 
what the consumer thinks he, or more 
particularly she, wants today, but also 
of what technical developments are go- 
ing to make the consumer want to- 
morrow. There are a whole host of 
chemical developments just in the 
offing. Synthetic fabrics are only in 
their infancy. Already, glass fabrics 
have appeared in the market for wo- 
men’s apparel. Are we ready and flex- 
ible enough in our selling organization 
to market these new products which 
truly are just around the corner? 


Consumer Buying Habits 


It is particularly important also to 
bear in mind that not only do these 
technical changes as well as fashion 
changes affect the kinds of merchan- 
dise demanded by consumers, but also 
they affect consumer buying habits. 
Automobiles and good roads forced 
the mail-order houses to go into the 
business of running chain retail stores. 
This was only one of the effects of 
the automobile on buying habits. An- 
other effect, operating through sub- 
urban development and increased down- 
town traffic congestion, was to promote 
the growth of suburban shopping cen- 
ters and to upset some of the orthodox 
marketing theories about “convenience” 
and “shopping” goods. And these de- 
velopments are by no means com- 
pleted. Notice, for instance, the growth 
of various types of retailing during 
recent years along the trunk-line high- 
ways. Consider the recent large growth 
of the automobile trailer business. 
What mechanism of retail distribution 
shall we develop to serve this part of 
America which seemingly has become 
nomadic? 

Radio is another development which, 
as I have already indicated, has a 
marked effect upon consumption habits. 
And yet we retailers have not thus far 
really found out how to use it. And 
while we are still imperfectly adjust- 
ing ourselves to radio as a medium of 

[TURN TO PAGE 64, PLEASE] 
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Riding Boots 





LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 
Men’s, Women’s, Children’s 
Boots for Riding 


Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT CROMWELL CC). 
New York City 
524 Santa Fe Bidg. 
Dallas, Texas 
840 So. Los Angeles St. 
Les Angeles, Calif. 



















PURPOSE 











MILWAUKEE, Wis.—Are women self- 
conscious of the appearance of their 
feet and reticent in displaying them? 
The answer is “yes” when viewed in 
the light of the foot beauty contest 
started by the S. J. Brouwer Shoe Co., 
Milwaukee, and running four weeks. 

Believed to be the first contest of its 
kind by any shoe store in the country, 
the idea was developed by A. G. Hein- 
miller, advertising manager for the 
firm, from the pictures of dancers’ 
beautiful feet which appeared in the 
Boot & SHOE RECORDER. 

Advertised in newspapers and 
through notices sent to the physical di- 
rectors in all Milwaukee high schools 
and colleges, the prime medium of pro- 
motion was the store’s show windows. 
Here the ailing foot coupled with cor- 
rective shoes was subdued and an ap- 
peal made to healthy and beautiful feet. 

Backgrounds in the entire front win- 
dows of the show store were enlarged 
photos of dancers’ feet and legs taken 
by Mr. Heinmiller in Milwaukee dance 
studios. Emphasis was iaid on the 
fact that “The Healthy Foot is the 
Beautiful Foot” and that “Beautiful 
Feet and Legs are a Heritage to be 
Carefully Guarded with Proper Ex- 
ercise and Shoes.” 








Fyfe Head Celebrates 
64th Anniversary 


Detroit, MicH.—William T. Living- 
ston, president of R. H. Fyfe and Com- 
pany since the death of Richard H. 
Fyfe, has just celebrated his sixty- 
fourth anniversary with the Fyfe com- 
pany. Mr. Livingston started with the 
organization as a parcel boy, and com- 
mented to the RECORDER correspondent 
that there were only four salesmen in 
the store at the time and that nearly 
all shoe orders were for custom-made 
products. 


A smaller central window display 
called attention to the foot beauty con- 
test during the following weeks and 
rules of the contest printed on yellow 
circulars measuring seven by eleven 
inches, were handed to store patrons. 
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S. J. Brouwer Holds Foot Contest 











The store meeting at which the Foot Beauty prize winners received their awards. Mr. Brouwer 
is the first man on the left, standing against the wall. 


The contest was open to any woman 
or child, 6 years or older and contest- 
ants were divided into three groups, the 
first including women over 18 years, 
the second girls, 12 to 17 years and the 
third, girls and boys, 6 to 11 years. 
Prizes were $50 in cash and merchan- 
dise. Contestants were not obliged to 
purchase anything to enter. 

Feet were judged from the stand- 
point of normal beauty by competent 
foot analysts with the judging done in 
stockinged feet. Forty-eight per cent 
of the contestants were wearing 
Brouwer’s shoes and all of the prize 
winners were wearers of Brouwer’s 
shoes, although this had no bearing 
whatsoever on the judging. 

Winners were presented with their 
awards at an evening store meeting to 
which they were permitted to bring 
their friends. One of the winners, a 
19-year-old girl, is a local dancing in- 
structor. Consolation prizes to entrants 
not among the winners, determined 
upon after the contest had closed, con- 
sisted of a $1 reduction on a pair of 
shoes purchased during the succeeding 
month, created considerable good - will 
for the store. 

While the response to this rather 
unique contest was not as great as was 
anticipated, it demonstrated a reluct- 
ance on the part of women to display 
their feet which they regarded as be- 
ing unlikely winners in a contest of this 
kind. 





Commenting on current business con- 
ditions, he stated: 

“We couldn’t ask for business to be 
any better than it is. People are com- 
ing into the store to ask for one pair 
of shoes, and are not contented until 
they walk out with two. 

“June showed a heavy increase over 
May, as well as over June of last year, 
although we have not final figures avail- 


able. This has been generally true in 
all departments. 


“An encouraging thing is the way we 
are getting customers from all over the 
country. Today it was a woman from 
Toledo, yesterday a man from Montreal. 
We have many travelers who make it a 
point to wait to get their shoes until 
they touch Detroit.” 
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Booking Offices in 





| ES three generations distin- 
guished visitors to Philadelphia have preferred 
the comforts of this hotel...its noted cuisine... 
and the spirit of its service. Rates begin at $3.50. 
Air-Conditioned Restaurant 


BELLEVWE STRATFORD 


One of the few Famous Hotels in America 
CLAUDE H. BENNETT, General Manager 


New York: 11 W. 42nd St., Longacre 5-4500 
Pittsburgh: Standard Life Building, Court 1488 


natural result. 


THAT BUILDS AND 
HOLDS BUSINESS 


Here is a line that retails at the popular prices the great 
mass of men like to pay for their shoes. 
are flexible, 100% nailless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts the normai foot. Loyal repeat customers are a 


Nu-Matic Shoes 


Catalog of men's and women's scientific patented Nu- 
Matics sent on request. Beware of imitations. 
SALESMEN: CHOICE TERRITORIES OPEN. 


Exelusively manufactured by Rohn Nu-Matie Shoe Mfg. Company, 
512 W. Florida St., Milwaukee, Wis. 








Note the name on the arch-brace, 
visible 
therefore, a helpful selling feature. 


to your customer's eye; 























Koti Mir Mlalic 
CUSHIONED SHOES 





Kansas City Retailers Meet 


Kansas City, Mo—A meeting of 
the Kansas City Shoe Retailers Asso- 
ciation was held at the Hotel Balti- 
more Thursday, July 2, following a 
dinner at 6:30 P. M. The following 
officers were elected for the year: 
president, E. V. Becker, manager of 
Nisley Shoe Company, Inc.; first vice- 
president, Foster Gibson, manager of 
Florsheim Shoe Store Company; sec- 
ond vice-president, L. P. Hallack, man- 
ager of the women’s shoe department 
of Rothschild’s; secretary-treasurer, J. 
Brooks Cundiff, manager of the Pea- 
cock Shop. 

Store hours for July and August 
were discussed and set from 9 A. M. 
to 5 P. M. daily, except Saturdays. 
Shoe retailers who are not members 
of the Merchants Association will de- 
cide upon their own closing time for 
Saturday. Those who belong to the 
association will abide by the rule now 
in force of closing at 5 o’clock every 
day in the week. 


Plans Fall Opening for New Store 


Wattersoro, S. C.—Samuel Novit, 
who has been associated with his 
brother for the past 12 years in the 
mercantile business, will open a new 
store in the same location, due 
to the retirement of his brother about 
five months ago. The new store will 
feature a complete line of shoes for the 


entire family and will open under the 
name of Novit’s. Mr. Novit states that 
the new store will be one of the most 
modern and best equipped stores in 
that part of the State. 


Brown Shoe Company 
Owns No Stores 


A news item in the July 4 issue of 
Boot AND SHOE RECORDER, under the 
heading “Centennial Booms Southwest- 
ern Trade,” referred to “Brown Built 
Shoe Co. of St. Louis,” as lessee of a 
store in Bartlesville, Okla. 

This was an error on the part of the 
correspondent who wrote the item. 
The Brown Shoe Company of St. Louis, 
makers of Brown-Bilt shoes, states that 
it does not own a dollar’s interest in 
any retail store, anywhere, and that 
C. D. Olson is the owner of the store 
in question. 


Slipper Store to Change Hands 


TEXARKANA, ARK. — A Shreveport, 
La., firm has obtained control of the 
Cinderella Slipper Shop, Broad and 
State Line, and will begin a sale soon 
to clear the shelves of stock before a 
general remodeling of the building will 
take place, it has been announced. 

The local store was taken over by the 
organization which operates Lane’s 
Quality Shoes of Shreveport. The pre- 
sent personnel of the Cinderella shop 


will be retained, according to Samuel 
M. Greene, merchandising manager of 
the new concern. 

An effort will be made to dispose of 
the present Cinderella stock by the mid- 
dle of July, so that remodeling work 
may start as soon as possible. When 
the remodeling is completed the store 
will be restocked with a new line of 
footwear, known as Lane’s quality 
shoes. 


Indiana Travelers On Vacation 


INDIANAPOLIS, IND. — Charles I. 
Slipher, president of the Indiana Shoe 
Travelers Association, and E. C. Smelt- 
zer, secretary-treasurer of the organiza- 
tion, have gone to Superior, Wis., for 
a ten-day vacation. They will be the 
guests of Mr. Slipher’s father who re- 
cently celebrated his eighty-fourth 
birthday. The boys will fish in the St. 
Croix River just a few miles from 
Superior. ; 


Gimbel's Shoe Departments 
Air-Conditioned 


PITTSBURGH, PA.—Gimbel’s, here, in- 
stalled air-conditioning units in its 
downstairs shoe department and the 
ladies’ shoe store on the second floor. 
The management reports an increase 
in sales since the introduction of this 
feature, customers now being fitted in 
the best of comfort any time of the day. 
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Adrian X-Ray Shoe Fitter, inc., Milwaukee, Wis. 











Weil Increases Floor Space 


St. Louis—Due to steadily increas- 
ing business during the past few 
months, the M. K. Weil Shoe Co., St. 
Louis, found it necessary to increase 
their warehouse floor space. They have 
taken on 50 per cent additional room. 
M. K. Weil is one of the youngest and 
— agressive jobbers on Washington 

ve. 
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Compo Men in Convention 









1936 








Seated: Frank J. Herfel, Ohio; Walter J. Morton, Manager Sales and Service at Boston; 


Leo P. Nemzek, General Manager. 





BosTton.—Branch managers and field 
men of the Compo Shoe Machinery Cor- 
poration were in Boston last week at- 
tending a convention which was presided 
over by W. J. Morton, manager of sales 


and service at the Boston office. The 
meeting lasted for three days and the 
different sessions provided an excellent 
opportunity for free discussion of com- 
pany’s policies and routine problems. A 
banquet at the Hotel Manger concluded 
the convention. 

On the first day of the convention 
President Barnard Solar reported that 


Standing: John H. Devine, St. Louis; Luke Vail, Rochester; 
F. A. Waterson, Chicago and Northwest, and Harvey Weil, New York and Pennsylvania. 





the production of Compo Shoes for the 
first six months of this year was 20,- 
973,518 pairs, an increase of 11 per 
cent over the same period of 1935. 

William H. Bresnahan, chairman of 
the board, reviewed the recent progress 
of the company in extending its ma- 
chinery for use in making footwear. 
Until recently Compo activities have 
been confined to the cement shoe tech- 
nique but now there are twenty-eight 
different machine units manufactured 
and serviced by Compo men. 





Plans Complete for 
Tri-State Show 


PITTSBURGH, PA.—Martin Lopen, 
chairman of the convention committee, 
reports that plans for the Tri-State 
Shoe Mart, which opens at the William 
Penn Hotel here July 26, have: been 
completed, and that a very encourag- 
ing list of exhibitors have already 
signed to occupy show rooms on three 
floors of the hotel. At least 300 shoc 
travelers and retailers are expected to 
attend the banquet on the night of 
July 27, to be held in the ballroom. 
Following the dinner will be a short 
speaking program, a vaudeville show 
and dancing. Joe Hiller, local booker, 
has been named in charge of the en- 
tertainment program. 

A number of noted shoe personali- 
ties are expected to attend and address 
the banquet gathering. Among them 
will be Paul Lippincott, Jr., vice-presi- 
dent of the National Shoe Travelers 
Association and secretary of the Phila- 
delphia association, and Sam Levine, 
president of the Pittsburgh Shoe Re- 
tailers Association. 

The coming affair is eagerly awaited 
by the retail trade in the tri-state area, 
which deferred its next season’s buying 
plans until the date of the show. 


Solid Colors Best in Sports 


SANTA BARBARA, CALIF. — In this 
town where sport shoes have a steady 
year-’round sale, the combination colors 
are not moving very readily, with the 
indications of a decided trend toward 
solid colors for Fall, finds Sidney Mc- 
Farland. Women, too, he finds, like 
to have all their shoes fitted so that 
they can walk in comfort. This applies 
to afternoon shoes just as much as 
it does to the sports types, so freer- 
fitting shoes are paramount in his 
store, a condition he believes applies 
in all the smaller cities. 





Kaufmann's Feature 
Vacation Shoes 


PITTsBURGH, Pa.—During its current 
vacation sale, Kaufmann’s store here 
is plugging heavily shoes for “every 
minute of your outdoor life.” En- 
couraging their customers to take time 
out for a vacation and the enjoyment of 
outdoor life, the store displays attrac- 


tive shoes for the horseback rider, golf- 


er, fisher, hunter, etc. It gives the 


average person the idea that he needs 
shoes other than those he uses in his 
everyday life when taking a vacation. 
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fancy 


Shoe 
Eyelets 


UNITED SHOE MACHINERY (352 me om 


appropriate on many Fall 


COR PO RATION and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 














Appropriate oak-leaf design in 
autumn shades of orange, 
brown and tan. 








CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 

Supplied with annual services. 
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Autumn Window Cards And Tickets 
Now In-Stock—They Will Attract 


Customers To Your Shoe Displays 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 





14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 


MERCHANDISING AIDS 


Polly Clips 
Pony Cur for Price Tickets—Adjustable— 
for Price Tickets Tilt at any angle. 


WME avec ccs ogee evs $4.00 ; : 

Polly Shoe Holder 7 F 
To display arch, branded, and EURO 
fibre-sole shoes. Always re- 


mains in upright position. eesaeeses 














<I 


Recorder Stock Record 











Tickets 2 ¥ 
for shoe cartons. Cyclone clips Price.........04 b 
included: s 
PS SOP RT gree $1.25 








A 6 ve et ake. $2.25 seacsease 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff 
green border. Choice of forty selling phrases, 
or blanks. 


























(Cross out 


We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SPECIAL: 


Combination of one gross - 
Clips and one gross 
$5.00. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 

SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 

EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


We sell Men’s, Women’s, Chidren’s Shoes and Women’s Hosiery. 


SHOW 
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card holders. 


foreign 
month 


Ne. 3 3.00 


we agree to pay $1.00 





cash in advance, full year’s 
service, 5% discount. Checks 
from 

banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 


must be drawn on 


$. 
der, 
per 


Ne. 4 2.25 
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MERCHANTS SERVICE DEPARTMENT 


7 FOR ITSELF + IN BOOT & SHOE 
) 
INCREASED BUSINESS mz 5 
5 Oc OV AEVY 


/Micl (oupor oro 209 S:STATE ST: CHICAGO: 


Cheek, with order, please, unless C.0.D. 
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AUGUST, 


continuing monthly for one 
-+, consisting of 


» card holders (with 
. IMPRINTED 


TICKETS, at 35¢ per fifty, 








|| 4e) 


pend “B”: Blue bar with 
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Recorder ‘‘Selling Messages,”’ 
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and Wont A 





SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 








WANTED 


Salesman for Louisiana to carry the 
fastest selling line of ladies’ $2.00 to 
$4.00 retailers on a commission basis. 
GROVES SHOE COMPANY 
311 WEST MONROE STREET 
CHICAGO ILLINOIS 











SALESMEN to handle manufacturer’s line of 
Spats as sideline—easily and quickly F aa 

sented—references. Address E-839, care 

. Shoe Recorder, 209 South State St., Chicago, 

1. 





SALESMEN wanted for the following hyo 
Wisconsin, Indiana, Iowa, Illinois except 
cago. Must live in territory and own car, sien 
have established trade. Children’s shoes stocked 
in Chicago, Pre-Welts, Stitchdowns, McKays, 
priced and styled for volume business. Straight 
Commission—No Drawing. Non-conflicting side 
line no objection. References. Address E-843, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





b gree nae 9 to represent prominent ie 
turer of hard and soft sole boudoir slip 
Following territories o opens Pennsylvania, hio, 
Montana, —— Virginia, Maryland, 
Ys Nebraska, Iowa. Strictly 
commission = payable weekly. State full 
rticulars in first letter. Address E-834, care 
t Recorder, 239 West 39th Street, 
New York, N. Y 








L'VE WIRE SALESMAN to sell Shirley 
Temple slippers for upstairs department 
stores and better retailers. Good opportunity 
to make real money for the right man. Some 
good territories still open. State in first letter 
lines now carried, volume of business in 1935. 
Give reference in first letter. RESTFUL 
— TyEAR CO., 31 Wilkinson Ave., Jersey 
ity, N. J. 





V IRGINIA, Southern Maryland, large gen- 
eral popular priced line including novelties, 
prominent eastern wholesaler desires experi- 
enced salesman with car. Address E-844, care 
Boot & Shoe a Ragerter, 239 West 39th Street, 
New York, N. Y. 





MICHIGAN. Iilinois—carry side line of fast 

moving popular priced line Misses’, Chil- 
dren’s novelties, McKays and _stitchdowns, 
Eastern wholesaler. Address E-845, care Boot 

:, sees, Meweeer, 239 West 39th Street, New 
or 





Os yoo manufacturer of B oa ecg 

ig a com line of infants’, 
children's 's, ya * girls’, boys’, ladies’, and 
men’s romeos and ventilated oxfords, has open- 
ings for live-wire salesmen. All territories open 
for retail and volume trade. Strictly commis- 
sion basis, — twice monthly against ship- 
ments. Can one non-conflicting line. 
Address E-847, a ire Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 


SALESMAN—High grade children’s stitch- 
down shoes to retail from 98c to $1.98 for 
the following territories: (1) entire Middle 
West; (2) Texas, Oklahoma, Arkansas: (3) 
Georgia, Alabama, Florida. | Address E-849, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


O LD established shoe business in town of 

about 8000 population, central New York. 
Address E-846, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 








LINE WANTED 


E XCLUSIVE Representation Wanted on 
Lines of Shoes, Leathers, Machinery and 
Accessories for the Hawaiian Islands. Address: 
Mills & Gilligan, 1757 North Los Palmas, 
Hollywood, California. 








WANTED—a line of popular priced women’s 
shoes, by salesman with eighteen years’ ex- 
perience in New York and Pennsylvania. Vol- 
ume trade preferred. References from last 
employer now out of business. Address E-848, 
care Boot & Shoe age: 239 West 39th 
Street, New York, N. Y. 





POSITION WANTED 











MERCHANDISER— 
STYLIST—BUYER 


who organized a chain of men’s shoe 
stores in the middle of the depres- 
sion, successfully built them up to 
a profitable, recognized shoe chain, 
known to be the fastest styled line 
in the country. This executive has 
a legitimate reason for leaving this 
established business for some other 
opportunity with a progressive, 
reputable organization. 
Address E-850, Care 
BOOT & SHOE RECORDER 


239 West “wy? Street 
New York, N. Y. 














HELP WANTED 


Y OUNG man or young lady who knows how 
to fit Children’s shoes and who can_ do 
bookkeeping in a retail shoe store in the New 
York area. Address E-851, care Boot & Shoe 
as ana 239. West 39th Street, New York, 








WANTED—Man to take charge of high grade 

neighborhood shoe store soataring quality 
and Orthopedic Shoes. Address E-852, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





CASH FOR BRANDED SHOES 


Men's, Women’s—Factory or Retail 
Wanted: Red Cross Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will surplus or entire stocks of shoes 
from man urers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUY 
Entire or surges W balesate and Retail 
Stocks. Also rand Shoes such as 
Walk-Over, Florsheim, Sane dettick. Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson. Red Cross, Nunn Bush, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 














3 Fox Plans Second Store 


SoutH BEND, IND.—Mike Fox, oper- 
ator of a shoe store at 315 South Mich- 
igan Street, will open another shoe 
store here, as soon as.the fixtures and 
equipment are installed. The store will 
be known as Fox’s No. 2 store. 





Baker Employees Hold Picnic 


OMAHA, NEBR.—Employees of the 
Baker shoe stores at Omaha and Lin- 
coln held their annual picnic June 14, 
at Linoma Beach, halfway between the 
two cities. Eighty persons attended. 
E. E. Werner, Omaha store manager, 
and Drew Parish, Lincoln store man- 
ager, were in charge. 








address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added. for the address, 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. | 
Classified advertising is payable in advance. 
(= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 


Minimum charge, $1.25. 
In all other cases each word of the 
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MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 








_MERCHANTS’ NEEDS 








Dr. Pyles Foot Oscillator 
Focent, years. ‘uke 30 


sales “‘Jump Ahead.’’ Brings to your customer “‘instant’’ 
foot relief. Makes fitting easier and quicker. Now in 
use leading shoe 














Can be operated by customer or clerk with simplicity. 
operating costs less than 1¢ per hr. 


New low price—838.50 
Easy Terms—Free Trial. 


VIPEDEX SALES CO. 


6936 Marconi Street, Huntington Park, Calif. 








Weyenberg Steps 
Up Production 


HARTFORD, Wis.—Introduction of a 
new line of shoes at the local branch of 
the Weyenberg Shoe Mfg. Co. has 
stepped up production to 3000 pairs 
per day. The branch plant has been 
operating here for the past six months 
with 2100 pairs per day as top pro- 
duction. Additional employees are also 
being added to increase the number to 
about 300. 





Shubel Store Reorganized 


LANSING, MicH.—The Shubel Shoe 
Store, probably the oldest shoe store in 
Lansing, is being reorganized by Miss 
Franc I. Dunnigan, who has been serv- 
ing as temporary receiver. Steps were 
taken last May 25 to dissolve the store 
because of the prolonged illness of 
J. M. Metcalfe, proprietor. 

Miss Dunnigan announces that the 
Metcalf interests were reassigned and 
that a reorganization of the company 
would be effective as soon as possible. 
She has been associated with the store 
in a managerial capacity for the past 
eight years, and will continue with the 
new organization in a similar position. 





Stendal's Promotes Sport Shoes 


MINNEAPOLIS, MINN.—Stendal’s, 1001 
Nicollet Avenue, saluted the Fourth of 
July activity with a promotion of the 
sport and spectator shoe exclusive with 
them, “The Pirate Twins.” Much per- 
forated, one is a tie, the other a wide- 
strapped T-strap, in white bucko with 
a built-up leather heel. Another of 
their very unusual features is the wide 
choice of color, including Pine Green 
and Lipstick Red. Among -the eight 
colors are: Fleet Blue, Brown, Gray, 
Dubonnet, Black, and Black Bering 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass, 











MERCHANTS’ NEEDS 


DISPLAY 















This ultra-modern Dis- 
play Fixture in extensible 
sizes—12” to 24” and 18” 
to 36”. Genuine Triple 

Chromium plated with 

choice of Ebony, Walnut . 
or Maple trim. Tilting 

top holds a pair of men’s 

or women’s shoes, Truly 

a remarkable “buy”. 


For a limited time only 


$18.00 DOZEN 
ORDER NOW 


SEGALL & SONS 


923 ARCH ST. PHILADELPHIA 











Four "Blue Ribbon Mules" 


INDIANAPOLIS, IND.—On the eve of 
the well-known Horse Show, Wm. H. 
Block Company presented four “Blue 
Ribbon Mules” to the public to intro- 
due their first annual “Mule” Show. 
These prize-winning ‘Mules” were 
named “Sweet Music,” “Nugget of 
Gold,” “Melody Gay” and “Rushaway,” 
and were described in a typical “Show” 
manner, such as, “Scrambled colors 
printed on black make a mule that will 
team with any negligee.” The “Blue 
Ribbon Mules” were priced at $3.95. 
Block’s announced their “Mule Barn” 
is located on the second floor of their 
store. “After You’ve Seen the Horse 
Show See Our Blue Ribbon Mules!” 
they remind the public. 





Best Shoe Co. Moves Offices 


Boston, Mass.—The Best Shoe Com- 
pany of this city has announced their 
removal on July 15, to their new of- 
fices and showrooms at 157 Lincoln 
Street. 

An open invitation is extended to 
visit them in their new location and in- 





Sea. 


spect their sample room. 
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BUT YET A | 
HARD-TO-FIT | 
CUSTOMER! | 


I} 
As long as shoes are leather | 
| 








and feet are flesh and bones 
there'll be shoes that won't fit 
feet UNLESS you use the up- 
to-date way and re-shape 
shoes to conform to feet! You 
can easily and inexpensively 


SAVE THAT CUSTOMER 


with Modern 


SHOE RESHAPING DEVICES 


Write for literature explaining 
this method of saving lost sales 


DUNDE RESHAPING 
DEVICES, INC. 


13 East 37th St. 
New York, N. Y. 



































Clearance Sales Started 


PITTSBURGH, PA.— Clearance sales 
have been in effect in many leading 
downtown and neighborhood shoe stores 
here since after the Fourth of July. 
Many stores are employing their win- 
dows to greater advantage in making 
a success of their clearance sales. The 
bargain prices not only attracted cus- 
tomers in need of whites but also those 
who are already equipped with Sum- 
mer styles. 





Fire Damages Elkhorn Plant 


ELKHORN, WIs.—Fire of an undeter- 
mined origin on July 1 in the Elkhorn 
Shoe Manufacturing Co. plant did dam- 
age estimated at $10,000. The loss, 
which included more than 6000 pairs of 
children’s shoes, was covered by insur- 
ance, Dr. E. T. Ridgway, president of 
the company, said. The firm expects to 
rebuild immediately so that it can fill 
its Fall orders. 





Lodge Joins William Brooks 


INDIANAPOLIS, IND.—W. A. Lodge, for 
many years with Shu-Stiles, covering 
Indiana, is now with William Brooks 
Shoe Co., Lancaster, Ohio, in the same 





territory. 

















































































































































































































































































































































Page 64 


Keeping Up With 
the Consumer 
[CONTINUED FROM PAGE 55] 


communication and entertainment, tele- 
vision is almost upon the scene. How 
is that going to affect our business of 
retailing ? 

Finally, I believe that the consumer 
of tomorrow will be much more lit- 
erate than the consumer of yesterday. 
With all the agitation and propaganda, 
and at times, education both by public 
and private organizations in quality 
and quantity of consumers’ goods, it 
seems clear that we must face a group 
of customers who will be much more 
challenging in their purchases than 
they have been in the past. Advertis- 
ing will have to be much more straight- 
forward and informative than it has so 
far been. Mere adjectives as to “won- 
derful” qualities and “marvelous” bar- 
gains will not attract. The consumer 
of tomorrow will want to know basic 
qualities as revealed by laboratory 
tests and acceptable objective stand- 
ards. He will question closely our pricing 
policies and we will have to convince 
him that he is getting goods and ser- 
vices for every cent we ask him to spend. 

I realize, of course, that some of the 
things said have no immediate, prac- 
tical bearing on the job of selling to- 
day and tomorrow. But I am inclined 
to believe that most of us business men 
are in danger of being so immersed in 
our immediate pressing problems that 
all too frequently we fail to see the 
woods for the trees. Once in a great 
while, perhaps, it is good to get off at 
a distance and forget about the trees 
and look at the woods. So I, today, 
have tried to look at the broad his- 
torical forces emerging in this coun- 
try—forces which to my mind we must 
take into consideration in the decade 
ahead of us as basic to the job of re- 
tailing and sales promotion, and forces 
which in my opinion, give us every 
reason for optimism as to. this picture, 
if we, ourselves, are capable of the 
flexibility and intelligence called for 
by rapidly changing conditions. 

A great opportunity awaits us as 
distributors in this new social era, with 
millions of consumers emerging for 
us to serve. Sales promotion in these 
days will not be a matter of trucks 
and gadgets, and sales with three-ring 
circuses. Sales promotion will be rather 
the performance of an honest service 
by honorable merchants at an. honest 
price to meet the unfulfilled needs and 
wants of a nation of consumers who, 
achieving increasing security and 
status, will reach out for that abun- 
dant life which our American civiliza- 
tion fortunately makes possible. 


Shoe Promotion Planned 


Los ANGELES, CAL.—An extensive 
promotion of British Walker shoes for 
women during the coming Fall season 
is being planned by Gude’s, Inc. This 
will include both newspaper and win- 
dow publicity. 
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BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa. 00.00.0000 cece eee 58 
BROWN SHOE COMPANY, St. Louis, Mo.. TG EEA gg eee . .28, 29 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, ‘has A ye CE RR he S Rete ope CS OAR 54 
COLT-CROMWELL CO., New York City.. SS Pacts UML ae Goicy SN 56 
CONNELL, J. M., SHOE CO., S. Braintree, ie Geek REE Oe oa SESS 56 
CRADDOCK-TERRY COMPANY, Lynchburg, Va........... 2000 cece eee eee 12 
PLA tu eG seme ren, mocmemer, NOY. oo. cee i cee ee ee iu 52 
ENDICOTT-JOHNSON CORP., Endicott, N. Y....00.... 0c. cece cee cee eceeeeeees 6, 7 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo... 0.000... ccc eee eeeees 14 
JARMAN SHOE COMPANY, Nashville, Tenn..... 0.000000 cece cee cence ee eeees 3 
Rinerennnt, @arcee Gare Ormans; Neb... 6... ede caccawcscedcesecees 56 
KRIPPENDORF-DITTMANN CO., Cincinnati, O....0.0 0000 ccc ccc cece ce eeees 33 
EAP eeD UE MU PRS Rg oo oie a ws ROSSER Ree evo bbc eedeecacecs 52 
emer Pa CORON Es ns ok kk even cevsuy boacieiccccdelabeecees 54 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass... .........0. ccc ccccceeeeeeucs 54 
MUSEBECK SHOE COMPANY, Danville, Ill.....00. 0.0 eee cece cence ees 5 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.... 0... ccc cece ee eee cece 31 
ROHN SHOE MFG. CO., Milwaukee, Wis.... 0.0... cee ccc cece ee eeees 57 
VAUGHAN-TOWLE CO., Wakefield, Mass. ............ cc cc cec ccc ecceceeeecees 52 
Pg We tas PP AE, FE TR Nee ocak eck bee ecivasodaccbictcaces 52 


LEATHER AND OTHER MATERIALS 
ALLIED KiID—McNeely Div., Philadelphia, Pa............ a ee ay ci Van Ee a a | 


BARBOUR WELTING CO., Brockton, Mass........0. 0.0 ccc cece eee eens 42, 46, 51, 53 
COLONIAL TANNING CO., Boston, Mass.......... 0.000 ccc cece ccc eceeeeeteeeees 2 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass...................000% Front Cover 
PRIN, AMI POOW TUN oe a ois ice bcd ee col ecucecevedebvdseeces 43 
ENGLAND WALTON CO., Boston, Mass.............. 0... ccc c cece cect ee teneeeee 49 
ere ane U ils WE Rs TO OINGON, IN ei nc cece cee ewcetacceecd evens 10, 
GOODYEAR TIRE & RUBBER CO., Akron, O.....00 00 cc ccc cece eee eees 27 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass.............. 0.2 cece eee eee eens 48 
LIMA CORD SOLE & HEEL CO., Lima, O. 000... 3rd Cover 
a CO OE eh aS cg emis sd on cescis codes sbeescdesvevesses 35 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis..............0 020.0000 ees 2nd Cover 
SURPASS LEATHER CO., Philadelphia, Pa... ... 2.2... ccc cc cece eee eecees 45 
UNITED STATES RUBBER PRODUCTS, INC., New York City...............0...0.4-. 9 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


JOHNSON PRODUCTS, INC., ig rsscaoal BEN OF Sale Soe Oe nt Aa a 54 
SIGNAL CHEMICAL CO., Boston, Mass.. tit er errd ne ere eae a, BQ 
UNITED LAST COMPANY, Boston, Mass.. Boe yh Gree gee 40, 41 
UNITED SHOE MACHINERY CORP., Sesten; Nass. Sep eRe Piss hy BP 
STORE EQUIPMENT AND ACCESSORIES 
ADRIAN X-RAY SHOE FITTER, INC., Milwaukee, Wis.............0...00220.-. 0005: 58 
DUNDE RESHAPING DEVICE, New York City..............0 0c c ec ccc cece ees 63 
FRANKLIN MANUFACTURING CO., INC., Franklin, O.............0..000.0000005- 58 
POR UU MI Es GPMINOS, Ns loi oc ose ck vos heck cess ctceccccvoccceccess 44 
MOHAWK CARPET MILLS, INC., New York City....0..0..0 0.0.02 cece eee 37 
BRU te I PIII, FBS ook i, Ne ea Sil iceeceecees 63 
i a ES a IRS earth Se ORDER a a Past ety 0) a as ra 63 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City............. 0.0 e eee e eee cece eenes 62 
COMMERCIAL FACTORS CORPORATION, New York City................-000055 44 
HOTEL BELLEVUE-STRATFORD, Philadelphia, Pa..............2 000 c eee 57 
ge Te Se TRS oar ce ay teri See ap cre 62 
KIRSCH-BLACHER CO., INC., New York City........:.. 0... ccc ccc c eee cece eee 62 
RAILWAY EXPRESS AGENCY, INC..............000 0020 ccc ccc ccc cc cece eens 50 
STEPHENSON LABORATORY, Boston, Mass........ 2.0.0.0... 0c cece e cece cece ce eeees 63 
WILLMARK SERVICE SYSTEM, INC., New York City...... 2.0.0.0... 0.0005. Back Cover 
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Do Not BeFooled 





OR MISLED ! 





Bulb Shaped Seamless Quarter 
U. S. Patent No. 1,885,598 


Kali-sten-iks Seamless Back Is Our Patented Feature 
First Advertised By Us In Year 1931 


Being the originators and patentees of the seamless back in children’s and Hebisstonden 
senior misses’ shoes, which has had a wide acceptance by merchants because SEC aan ESR OL oot OF 
of this better-fitting feature, we feel it our duty to again warn our cus- 

tomers and other merchants that an effort is being made to infringe on 

our patent. 

It is natural that all good things create unfair desire by some to encroach. 

However, we shall take the necessary legal steps to protect our patent No. 

1,885,598 (seamless quarter), for, as thousands of merchants know, it is 

one outstanding contribution by the Gilbert Shoe Company to better shoe- 

making and better fitting of growing feet. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 


New York: 541 Marbridge Bldg. Los Angeles: Hayward Hotel 
NE aR a ee 


Vol. CIX pono 3. BOOT AND SHOP RECORDER, published every Saturday by ar Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. apa price $3.00 per year. Printed in U. 8. A. 











BOOT AND SHOE RECORDER, July 25, 1936 


Shoe by 
C. & A. LOPRESTI, Inc. 
in Colonial Patent 


VINTAGE COLORS 


COLONIAL 195 BURGUNDY + 196 WINE PATENT 


Like the best wine of the best years... 
and quite as sparkling and beautiful... 
these two Colonial colors take first rank 
among important leathers for Fall. Rich 
... glowing... with the sheen that is 
inherent in Colonial leather.... 


this patent has all the character 


COL 


of “‘vintage”’ products. It holds its finish 
far beyond the life of any shoe. It is 


tough leather . . . albeit the delicate 
finish is as fresh as the skin of a grape 
..- and the finish is tough, too. Colonial 

Tanning Company, Boston, 


Massachusetts. 


IAL 


MERIT HAS MADE IT THE WORLD’S LARGEST: SELLING PATENT LEATHER 
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If his shoes were uncomfortable, a milkman 
couldn’t finish his route without blistered, stinging 
heels. Like all active people, like every customer 
of yours, he must wear shoes that fit exactly. His 
do fit. They are made with Spaulding Counters. 
These superior counters, fabricated of long-fibre 


hemp and flax, hold his feet firmly, and still are 


but Spaulding Counters give him Happy Heels 


kind to them. No other fibre counter could stand 
the abuse he gives these, no other could hold its 
shape so long, could make such comfortable 
shoes. But your customers aren’t all milkmen? 
Whether they walk all day or sit all day, they all 


prefer shoes made with Spaulding Counters. 











SPAULDING 


Counters 


“Made tn North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS $0 MUCH... AND COSTS $O LITTLE 
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Whets TAS 2 


EVERYONE knows the game of “Handies” which has taken the 

country by storm during the past few weeks, so we've made up 
one of our own. We dont think you'll have much difficulty solving 
it, because it isn't an “Indian riding in a Ford V-8", it isn't “Moon over 
Miami” and it isn't the “quintuplets taking a Sun Bath.” 


It's simply a young miss admiring her new Endicott-Johnson Shoes 
and needless to say she is pleased and proud of them. They're smart, 
they fit correctly and their price is budget-right. That's the answer 
to this Handie and now that you know, you can make all your grow- 
ing girl customers just as satisfied as this young lady, for Endicott- 
Johnson's Fall line of shoes for growing girls is unquestionably the 
handiest line to carry in your store. 


Order them now. They're all in-stock. 


1667—Brown Side Oxford, 10/8 Leather 
Heel. Sizes 2!/9 ............4.. $1.45 


1668—Same in Black Side. 


2480—Brown Calf Oxford, 11/8 Leather 
Heel. Sizes 3/9, Width A/C... .$2.00 


2491—Black Calf & Ruffe Ghillie Tie, 
11/8 Leather Heel. Sizes 3/9, Width 
TN oe ciccscs acs CORERE DEG eRLReD $2.00 


2570—Brown Ruffe Kiltie Tongue Ox- 
Pee SMRE SY:....... sskaCeunsa ex ve $1.10 


2571—Same in Brown Side. 


2484—Gun Metal Oxford, 13/8 Leather 
Heel. Sizes 3/9, Width A/C..... $2.00 


2485—Same in Brown Calf. 


1534—Black Subuck Side Strap, 10/8 
Leather Heel. Sizes 2!4/9....... $1.45 


1535—Same in Brown Side. 


3411—Black Side Kiltie Tongue Ox- 
ford, 10/8 Leather Heel. Sizes 3/8, 


‘ $1.35 
3413—Same in Brown Side. 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 





know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and GA Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 














UNITED SHOE MACHINERY CORPORATION | 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Root and Shoe Recorder 
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DO YOU WANT COMPLETE FACTS / *#»,,. 




































It will bring you our specially prepared handbook ot facts about 
store fronts and interior painting. Contains complete information 
on Pittco Fronts; photographs of actual Pittco-remodeled properties 
everywhere; price data; interesting statistics on how modernization 
meant better business to the stores pictured. You need this book! 
Mail the coupon for your free copy. 





b would naturally expect a 


new Pittco Store Front on your 
store to attract more customers. Andit 
does. But there is another advantage 
of equal or greater importance which 


modern Pittco Front creates an at- 
mosphere, a subtle feeling of quality 
in your store, which helps you to sell 
customers a better grade of shoes. This 
means that you not only have better 
satisfied customers, but that you in- 
crease your unit sale. And since mar- 
gins are longer on higher-priced shoes, 
your profits grow accordingly! So 
don’t delay any longer. Remodel 
with a new Pittco Store Front... 


and build the type of shoe business 
in your community that will make 


you proud of your store. Our staff of 
experts will gladly cooperate with you 








and your architect in working out a 





front to suit your needs and purse. 










PITTSBURGH TIME PAYMENT PLAN 





Take up to 2 years to pay for your 
new Pittco Front. Merely make a 
20% down payment and then pay 
the balance in easy monthly install- 
ments at low F. H. A. rates, 






ie 


Ta ate — 
lea se ne Big lr lasy ~~ 


/ Prog, (nting’?d m Pittsh, Pan, ~~ 
N, aps “Ey wi Urgh 
ABOUT STORE FR TS J Name ties Hos, Nithong et By 
see - odeit Obj. 
/ Stree re ta 5, 8atic 
ene. es. Store Rh You 
/ City oe ee "Ont, WpPew / 
Fe, wes ee. ork 
/ Ti. 8m Soe. rr ete / 
i ime Pa am go *yee) eee ey } 
L tne fy Pe ee nt ee 
a ieee Si Plan, Peete hd Te Bik eee. 
“= the Pig's, | 
. &. 
@ MW ~~ 


ittco-modernization brings you 1h WBS J \\ EE ¢ p i: NS 


The Tovey Store in Columbus, Ind., 
a good example of how a new Pittco 
Store Front can add invitation _ 
sales a, to a store property. Re- 
model a store with . new Pittco 
Front . . . and increase the amount of 
your unit sale. 


SENS SP 







. PITTSBURGH PAINT 
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ARCHES 


° © SOME ARE HIGH 
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er. 
SOME ARE LOW. - a». 
SOME ARE NORMAL. .@&,. 


SOME ARE FLAT.....@2>, 


NO SHOE WILL FIT THEM ALL 








——ooE=_ =a, 


Easiggafallen arch and halting its fur- 
ther drop with a Dr. Scholl appliance 





Raising the appliance a trifle after a 
few weeks as condition of foot improves 





appliance still higher as 
yes Bd foot further improves 





oF Se 


Arch fully restored to its normal con- 
tour on fourth adjustment of appliance 
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There’s good will and profit for you...and enduring foot happiness 
for your customers... when you provide correction for arch weakness. 

But you can’t do that with shoes. Because first, no single make of 
shoe has an arch support built in... which will fit all types of arches; 
second... even if you could carry a shoe stock vast enough to provide 
adequate fit for all different arches ... those shoes could not fit the 
foot in its progressive stages of improvement. 

Dr. Scholl’s method of correction permits the exact type of support 
to fit every different arch in its present condition. And, through succes- 
sive adjustments . . . this appliance follows the improvement of the 
foot... giving support exactly where needed. 

Selecting, fitting and adjusting the right appliance is a simple mat- 
ter. Your sales force can quickly become expert in this service. And 
your store will quickly become known as the source of an efficient 
and positive corrective aid for all forms of arch weakness. 


Dr’ Scholls 


ARCH SUPPORTS 
THE SCHOLL MFG. CO,, Inc. 


Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 
213 West Schiller Street, Chicago 
62 West 14th Street, New York 112 Adelaide Street, East, Toronto 
190 St. John Street, London, E.C.1 


With this Arch Fitter Dr. Scholl’s Correc- 
tive Foot Appliances may be adjusted in a 
moment for an exact fit. or to increase the 
elevation as the condition of the foot im- 
proves. Repeating this service over a course 
of several weeks firmly cements the cus- 
tomer to your store. 























